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Why Coal faye is the top 


coal mining publication 








and first choice of advertisers 


EDITORIAL 

Alert, modern editorial content. You can’t 
measure editorial content with a yard- 
stick but in 1951,COAL AGE had 250 more 
pages than the next paper — 43% more. 


DISPLAY ADVERTISING 
55% more display advertising — 666 pages 
more than the next publication. 

289 advertisers, 42% more than the next 


paper. 
127 exclusive advertisers. 


ADVERTISER SERVICES 


PAID CIRCULATION 


More paid circulation to the coal mining 
industry than any other publication 
(14,097, A.B.C. June, 1951) 


CLASSIFIED ADVERTISING 


205% more classified advertising .. . 
46 pages more than the next paper. 


Coal Mining Directory —the only authoritative annual directory of the coal mining industry. 

Monthly News Bulletin Service—contains data on new developments and changes in the industry. 
Directory of Manufacturers’ Agents, Distributors and Supply Houses Serving Coal Mines. 

Coal Age News—a monthly publication on news and developments in coal mining, free on request, written 


especially for makers and sellers of coal mine equipment and supplies. 


92% of the 
nation’s fuel reserves 


is recoverable coal 





Are you one of the 


Thomas Register Advertisers who used 


37,281 


Product advertisements in the 1952 Edition? 


These important advertisers stand as vital proof that 
T. R. produces Substantial Results . . . Thomas Register 
is the foundation of industrial advertising programs. 


Sy Over 1400 advertising 
agencies prepared the substantial 
part of this informative space. 


THOMAS 


BEA srnoy 
RE MF nc OO ae 
EIGHTH AVENUE, NEW YORK 1, NW. Y. 


United States 


February 1952 /1 





LEADERSHIP 


as gauged by the way 
advertisers stick with us! 


354 Advertisers Used Space in HP&AC in 1951 


288 Have Used HP&AC 2 to 5 Years 
f 9 / Have Used HP&AC 5 tolO Years 
f 0 9 Have Used HP&AC 10 to 22 Years * 


Axiomatic!...seldom fails that the publication which leads 
its field year after year in volume of advertising is 
also the advertisers’ best buy. HP&AC is no exception. 


For the last 16 consecutive years, HP&AC has been 
far out in front in its field in number of advertisers 
and volume of space carried. Currently HP&AC is at an : 
all-time high. 


Yes, if you have anything to sell in this tremendously 
large and ESSENTIAL market of industrial heating, 
piping and air conditioning, HP&AC merits top billing on 
your 1952 program. 


For a complete 1952 sales-opportunity picture on 
the field of HP&AC, consult with us in Chicago, 
New York, Cleveland or Los Angeles. 


® HP&AC was founded in May, 1929. 
In the first issue we served 67 advertisers. 
_ 33 of these original advertisers 


are still with us—22 years later. 


KEENEY PUBLISHING... =s N. MICHIGAN, CHICAGO 
AIR CONDITIONING HEADQUARTERS 





Industrial Marketing 


For contents of previous issues of Industrial Marketing, consult the Industrial Arts Index in the library. 


G. D. Crain Jr., Publisher Annual Market Data and Directory Number 
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Margaret C. Lucas, Associate Editor C. B. Groomes, Business Manager 

Peg Baschen, Editorial Assistant Jack C. Gatiord, Advertising Director 
Hal Burnett, Contributing Editor Gorden D. Lewis, Mgr ales and Service 
Keith J. Evans, Contributing Editor Curran deBruler, Promotion Manager 
Stanley E. Cohen, Washington Editor George F. Schmidt. Production Mgr 
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Published monthly except June, semi-monthly 
by Advertising Publications, Inc., at 200 E 
Illinois St., Chicago 11, U.S.A 
ADVERTISING OFFICES Telephone: DElaware 7-1336 
CHICAGO 11 Single copies 25 cents, except June 15 issue, 
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13°/, of the total number of metalworking plants 
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account for 79°/, of the total product value... 
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while the remaining 87°/, of the plants 
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account for only 21°/, of total product value 

















HINERY The chart above is taken from our recently- 


issued 12-page booklet “Facts About MACHIN- 
ERY and the Metalworking Market.” It explains 
the complex metalworking market in detail, de- 
scribes how MACHINERY covers it, and gives a 
complete analysis of MACHINERY’S circulation. 
Send for copies of this valuable data book; it 
contains much information not found in SRDS 
listings and audit reports. 


MACHINERY =~ ~ 


a/ [i dustrial Marketing 





BUYERS...or LOOKERS? 


When you want to reach the men who do the buying in the metalwork- 


ing market, mass circulation doesn’t fill the bill. Why? A glance at the 


charts shows the vast difference between the number of metalworking 
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plants and their relative purchasing power. Using dol- 
lar volume of output as a reliable index of volume of 
purchases, we find that 79% of metalworking buying power 


is concentrated in only 13% of the plants. 


That is why circulation totals are inadequate yardsticks 
to use in measuring the value of a metalworking publica- 
tion. One man with buying authority in a major plant 
may possess a thousand times the purchasing power of 
another in a small shop. Yet, on a numerical basis, these 


men are equally important. 


It requires a special kind of circulation to do an adequate 
job of coverage in this highly concentrated market. Your 
advertising is most effective when it is read by the volume- 
buying authorities, but many times these men cannot be 
reached by a publication with an all-paid circulation. They 
are “out” to subscription salesmen, do not read sub- 
scription-selling mail. MACHINERY has solved the prob- 
lem of delivering your message to these inaccessible, but 
mighty important executives with its unique Directed Dis- 


tribution plan. 


We maintain a continual census of the engineering and 
production executives who possess volume-buying authority 
in the country’s leading metal-working plants. Check- 
ing against our roster of subscribers, we narrow the list 


down to those who are not already receiving MACHIN- 


ERY. To these men we direct personal copies, and we continue to send 


MACHINERY to each executive’s home or office as long as we know 


that he continues to wield volume-purchasing authority. 


Because MACHINERY’S authoritative editorial content naturally attracts 


most of the industry’s key executives, only about 20% of our total circu- 
lation is directed in this manner. Yet, combined with MACHINERY’S 


high quality paid circulation, Directed Distribution permits advertisers 


to achieve constant, concentrated coverage of the key buying authorities 
in every branch of the metalworking market. THE INDUSTRIAL PRESS, 
148 Lafayette St., New York 13, N. Y. 


Production in the Manufacture of Metal Products 


February 1952 /'s 
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Who Is The 


Domestic 
Engineering 


Dealer ? 


Chances are there is a Domestic Engineering 
dealer in your community. 
He is the man who dominates the local market 
for plumbing, heating, appliances and air con- 
ditioning . . . whether for residential, com- 
mercial, institutional or industrial structures. 
He has added superior merchandising facilities 
to his acknowledged reputation for installation. 
He renders a four-way function for you: sale, 
installation, service and guarantee. 
He has unquestioned entree to your customers 
whether they be home ow ners, architects or 
executives. 
With a year-round business, he has tremendous 
stability and financial strength. His varied 
operation permits him to promote each line, 
aggressively, in season and in the most active 
markets. 
He can sell your products through all market 
channels—new construction, remodeling, retail 
merchandising. 
He is the super-outlet for mechanical equipment 
in your community. 


He is the DOMESTIC ENGINEERING reader. 


Where Sales 


Sales are made where marketing and merchandising 
techniques have been developed to the specific wants 
and needs of the buyers. 

Domestic Engineering dealers best meet the needs of 


buyers (in plumbing, heating, appliances, air condition- 
ing) and, therefore, best serve you, the manufacturer. 


The buying public wants a broad selection of products, 
well displayed and advertised. In the mechanical equip- 
ment field, buyers want objective counsel from the 
dealer. They want a dependable guarantee. They need 


(and usually must have) careful installation and assured 


service. 


Get the BIG IDEA BOOK 
and Meet the Domestic En- 
gineering Dealer face-to-face! 


The new book, “2,000 and 1 Prize-Winning Ideas,” 
pictures and describes 44 different methods of mer- 
chandising 18 types of mechanical equipment for resi- 
dential, commercial, industrial and institutional struc- 
tures. The merchandising methods of 181 prize-winners 
in the All-Industry Merchandising Contest range from 
institutional advertising to cooking schools. The product 
lines include clothes washers, air conditioning, heating, 
kitchens, all major appliances, and specialties. 

You will want a copy of the “2,000 and 1” book for the 
forward-looking trend information it contains. Your 
sales and dealer organizations will want it for the 
wealth of sales and merchandising ideas it will give 
them. Order an “on approval” copy today. Please use 


the coupon. 





Are Made! 


Do you want your products to be sold by the dealer who 
meets this prescription? If “yes” then you want the 
Domestic Engineering dealer. 

Whether sales are your immediate concern or whether 
you are now in short supply, the most effective answe: 
to your present and future distribution problems is the 
Domestic Engineering dealer! For, in the first case, 
he is the one dealer who — by virtue of proven business 
leadership, financial stability and merchandising success 
— is best fitted to take on your product, promote it and 
assure its acceptance in his community. In the second 
case, he is able to service your products properly and 
thus protect your good will until your production re- 


turns to normal. He is the man who depends upon 
DOMESTIC ENGINEERING, month-after-month, for 
the vital management, merchandising and _ technical 
guidance that has brought him to his present business 
position. 

The Domestic Engineering dealer and the Domestic En- 
gineering reader are one and the same. In one sense, 
tae Domestic Engineering dealer is a product of DO- 
MESTIC ENGINEERING Magazine. To reach the 
one you need the other. 

As the Number 1 publication in this vast field, DOMES- 
TIC ENGINEERING should also be your Number 1 


choice for a consistent advertising schedule. 


CONSULT YOUR 


Aoverrisine Acenc Y 


DOMESTIC ENGINEERING 
1801 PRAIRIE AVENUE, CHICAGO 16, ILL. 


1. Send me, for free examination, a copy of your new book, ‘2,000 and 


1 Prize-Winning Ideas.’ It is understood that I may return the book with- 
out obligation, within ten days. After that you may invoice me for $5.00, 
the purchase price of the book. 


1 


2. I may wish to distribute copies to my wholesalers and dealers. 


Please send me quantity prices. 


NAME 

TITLE 

COMPANY 

ADDRESS 

2 Sa . AONE +, SPATE 


ert,” 


PENS 2 
hag oh 2 hook DOMESWIC ENGINEERING * DOMESTIC ENGINEERING CATALOG DIRECTORY 


INSTITUTIONS MAGAZINE © INSTITUTIONS CATALOG DIRECTORY 


* 1801 Prairie Avenve, Chicago 16, Minos 
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HOME tothe Editor 


readership 


T H E iM PA C T @ Address letters to: Industrial Marketing. 200 E. Illinois, Chicago 11 


of your Ad manager suggests flooring, Our products, motors and gen- 


—_ erators, are heavy and bolted t 
packing methods for exhibitors 5 Tees 2 
skids. We pull the nails around the 


d ee 
a vertising bottom and lift the crate off. The 


® TO THE EDITOR You asked for 
ees bolts are loosened and the machine 
messa 6 suggestions to your article, “22 Ways : 
Pgh, : : ; is lifted off. Only a few pieces need 
to Make Trade Show Exhibiting : 
lifting equipment. . . OLIVER S. IMES, 


Easier,’ (IM, December.) Here are ; " a 
to the ; 4 ; 5 advertising manager, Century Elec- 
some on oor coverings and screws ae - 
¢ yo tric Co., St. Louis. 
Floor covering This problem 


thousands of was a worry for years. We finally 


arrived at a_ solution we think U. S. business paper finds 


» 
important should be passed along. We bought it brings cheer to Germany 


100 squares of rubber tile 18x18x 


5/16” thick. This size is cut from 
E N Gl NM E E * H al G oc ” ® TO THE EDITOR . . Attached is a 
pieces 36x18” at no extra cost. This 


copy of a rather unusual letter we 


size and thickness lays well ove 
n received from a company in Ger- 
rough spots in the floor To keep 


: ; many. We were pleased that they 
Oo p ERA y j the squares from shifting, we use a x . : 
thought enough of our publication 


three-inch paper tape, sticky on 2 2 
and the joke column in it to prepare 
M E Be both sides, under the outside row at : 
. , an attractive leatherette booklet us- 
the ends and front of the booth : 
e : ing the best of the jokes. They 
We mop and wax the tile after the i , 
Ww 0 receive describe us as “the leading Amer- 
booth is set up, and dust mop and : i 
-_ ican trade journal” and although I 
doubt if we quite justify this opin- 
ion, it certainly doesn’t make us 
mad. . DICK HAUGHTON, JR., presi- 
dent, Cotton Gin & Oil Mill Press, 
Dallas. 


— remove spots with wax during the 
show. Bad weather may necessitate 
mopping and rewaxing. We have 
the squares cleaned at the factory 

Chemical wee each show so as to — ae 
En ineering at the next exposition e have 
’ Progress 


used our present set of tiles at six 

or seven shows, and they are still 

good We more than have our 

aor money back, and have the best floor 
covering 

Screws The use of screws in 

crates was a mistake for us. We 

each month tried this and blistered the hands 

° of three people when taking the 

screws out and then replacing them 

Now we use nails and a nail pull- 

er. When the jaws on the nail pulle 


Chemical are set with the grain of the wood, 


the nails are drawn easily and crates 


Engineering are in good shape for the return oo and ec cae 


trip. But, you've got to know how Se 
Bro ress to use a nail puller. Most laborers i 
g available cannot use one satisfac- 


torily Hand yeselischaft, Ha irg, Germany 


ntinentale 


120 East 41st Street, New York 17, N. Y. 
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Affiliated with 6 Building Industry Magazines 
comprising the largest, most distinguished publications 
in the building industry: Building Supply News, 
Building Material Merchant, Ceramic Industry, 
Ceramic Data Book, Brick and 


Clay Record, Masonry Building. 


Send for our 64-page book... THERE'S MONEY 
IN REMODELING...free to any manufacturer 
who asks for it on his letterhead. 


© iwoustRial PUBLICATIONS, IN 


That Magnificent Yankee, the 

late, great Justice Holmes, used to talk 

about ‘‘fire in the belly.” A man 

had to have spirit and spunk, gumption and guts, 

to get some place in this challenging world. Magazines 
are no different than men. From the day of its birth 
practical builder has had “fire in the belly”... the 
courage to stand for what is best in the light construction 
industry...and to fight for it. Readers have been quick 
to sense this courage and to respect it. This respect, in 
turn, is yours when you use the advertising pages of 
Practical Builder. It costs you nothing, yet it is 

worth everything. It is one of the 


‘priceless ingredients” that makes PB... 


... Of the light construction 
industry 
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re en 


for Volume Sales 
Keep HAMMERING 
at the KEY Dealers 


Concentrate your 1952 sales efforts on 
KEY deoler-contractors — the 22% to 25% 
top organizations (in every community) 
controlling 75% to 80% of the business. 





AMERICAN ARTISAN has as paid sub- 
scribers these KEY dealer-contractors who 


can make or break your 1952 sales. 


To back direct selling, run your adver- 
tising in AMERICAN ARTISAN — hammer 
home each month the salient facts about 
your products and service. That's the 


economical way to “soften ‘em up” 


For the complete 1952 market picture, 
consult us in Chicago, New York, Cleveland 


or Los Angeles. 





KE TOLEDO, OHIO, for MadsrTance 


POCOSoOOo Oooo CHEE 


14 KEY DEALERS ARE PAID SUBSCRIBERS TO THE ARTISAN 3 ARE NOT 


AMERICAN ARTISAN research has just completed a field study of Toledo. In this typical 
market area, 17 KEY dealers do 75% of the warm air-sheet metal work. 14 are paid 
subscribers. Pick out any market area, and the ARTISAN shows up equally well. 


in Paid Circulation ... in Editorial 





no time for half-hearted selling 


...-the Warm Air - Sheet Metal Field 
May be Entering a Highly Competitive Era 





Dust off that briefcase and start circulating! 1952 will reward go-getters, 


those who fight for volume business from this warm air-sheet metal field. 


Not in years has there been such an urgent need as NOW for intensive 





selling — if you are to protect your competitive position — to forge ahead. 


You need in operation without delay a sales program second to none in your 
Company's history — an advertising campaign as dramatic and forceful as 


your agency can devise. 


You need the help of AMERICAN ARTISAN to carry this advertising to the 
field's KEY dealer-contractors who handle year in and year out 75% to 80% 


of all available business on all products this important market can use. 


AMERICAN ARTISAN is the only 100% paid circulation book in its field 
— the only book in its field directed 100% toward your BEST sources for 


volume sales in 1952. 





KEENEY PUBLISHING COMPANY 


6 N. MICHIGAN, CHICAGO 2 


Air Conditioning 
Headquarters 


Also Publishers of Heating, 
Piping and Air Conditioning 
for the Industrial Field. 


Service to Readers... in Advertising Volume 


February 1952 /11 





Largest 


and most comprehensive 
readership survey 
in history 


T. mit & Factory 


Factory 
2. Management & 
Maintenance 


e Industry & Power 


3 
4. Plant Engineering 


5 
6. the Plant 


conceived, supervised and tabulated 
by McGraw-Hill Publishing Company 


places MILL & FACTORY over 


These IS companies participated in the 


readership survey: 


Aluminum Company of America 
The Black and Decker Manufacturing Company 
Brown and Sharpe Manufacturing Company 
Crane Company 
Dodge Manufacturing Corporation 
General Electric Company, 
Apparatus Department 
The Goodyear Tire and Rubber Company, 
Mechanical Rubber Goods Division 
Harnischfeger Corporation 


Hyster Company 


P. R. Mallory and Company, Inc. 

Minneapolis-Honeywell Regulator Company, 
Brown Instruments Division 

Socony Vacuum Oil Company 

Union Carbide and Carbon Corporation 
Bakelite Company 
Carbide and Carbon Chemicals Company 
Electro Metallurgical Company 
Linde Air Products Company 

United States Steel Company 

Westinghouse Electric Corporation, 
Apparatus Division 


The individuals contacted in this survey were identified by these 
participating companies as those men in industry who, regardless 
of title, control and influence the purchase of their products. 








for the general industrial publications 


(a 
ee 
ee 
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mentions than the second publication 


despite the fact that the second has 33% 
more circulation. 


first in its field 





This joint survey—the largest ever conducted in the 
industrial field—demonstrates conclusively the 
outstanding superiority of the unique Mill & Factory 
circulation method in reaching the men in industry, 
regardless of title, your salesmen have to see to 


1. Mill & Factory. .....14.5¢ sell your product. 


2. Factory Management 
& Maintenance . ....22.4¢* 


Dollar for dollar, and buyer for buyer, your best 
medium for advertising your products to the 


. Industry & Power. . .26.6¢ general industrial market is Mill & Factory. 
. Plant Engineering. ..27.7¢ 


3 

4 4 

5. The Plant..........37.7¢ F { 

6. Modern Industry. ...55.7¢ Mills: actor y 

d conoves sak? cebu 

*It costs you 50% more in the next lower 

ranking industrial publication to reach GENO cag 5eU RR 

ol men who control and influence 205 EAST 42ND STREET, NEW YORK 17, N.Y. 
uyin 

or REACHES THE MEN, REGARDLESS OF TITLE, YOUR 

SALESMEN MUST SEE TO SELL YOUR PRODUCT. 


uary 1952 /13 





Good cataloging is your best supporting assurance for a suc- 
cessful refining industry advertising program. Provide a firm 
foundation, get maximum returns in this billion dollar annual 
market—by placing buying and specifying data in the 
Refinery Catalog. 


Here 7s Why 


Sales and Advertising Executives 
Recommend REFINERY CATALOG 
with Confidence ... 


1. It’s the refining industry's only COMPLETE 
source of equipment and service information. 
Valued, kept, USED by key buying men in oil 
refining, natural gasoline and petrochemical field. 


2. Refinery Catalog is requested specifically by oil 
company and contracting firms for over 5,000 
designated executives with purchasing authority . . . 
men responsible for 98% of refining industry buy- 
ing. Let our representatives SHOW you this com- 
plete, accurate list of known buyers. 


3. Refinery Catalog products information reaches 
the RIGHT MEN AT THE RIGHT TIMES... 
when buying decisions are being made. The most 
expensive catalogs are those NOT THERE when 
customers need them. 


4. Proven, planned distribution system eliminates individual mailing list maintenance, 
handling and postage expense . . . assures adequate distribution. 


5. Saves on individual catalog typesetting, printing, binding costs—all included in 
“Complete Service” plan. And early receipt of copy earns 1,000 FREE REPRINTS. How- 
ever, you may “Print Your Own” for binding into Refinery Catalog, if desired. Details 
on request. 


6. Regular 15% commission allowed recognized agencies helps defray preparation costs. 


Write for FREE copy 


Colorful, 24-page, 
brochure tells how to 
make refinery 
buyers give preferred 


OFFICES 
@ Houston (6), 3301 Buffalo Drive, LI-3141 @ 
New York (17), 250 Park Avenue, El Dorado 
4012 @ Chicago (4), 332 S. Michigan Avenue, 
Wabash 2-9330 @ Cleveland (10), 1010 Euclid 
Main 1-2550 @ Tulsa (3), Hunt Build 
ing, 3-1844 @ Los Angeles, W. W. Wilson 


Huntington Park, Jefferson 1219 


sure 


usage to your catalog 

Contains copy sugges- 

tions, comparative 

costs, market data. Request it today, on 
your letterhead 


Avenue 


Building 


THE REFINERY CATALOG 


Composite Catalog for Refining, Natural Gasoline and Petrochemical Industry 
A Specialized Publication of 
GULF PUBLISHING COMPANY 


World's Largest Oil Industry Publishers 
3301 Buffalo Drive © Linden 3141 © Houston, Texas 


Letters to the editor 


i from page 8 





Don’t include reprints in 
high cost of living 


® TO THE EDITOR . . The attached bill 
has just come to my attention. I 
will admit we are living in a cock- 
eyed world, but this seems to be the 
height of something. 

The bill is for 25 reprints of our 
client's ad appearing in a certain 
business paper. At 50c each, they 
come to $12.50. The publisher will 
probably advise that it actually costs 
this much to process the order and 
get out the billing on it. I believe 
the thing they lose sight of is the 
matter of good will involved, and 
how much it would cost in sales ef- 
fort if something like this should be 
the reason for losing the account. 

Actually, I believe a publisher can 
well afford to be generous in his re- 
print policy inasmuch as reprints 
are usually used to merchandise the 
advertising to the advertiser's sales 
organization, and the publication 
doesn’t do itself any harm in getting 
such publicity. I am wondering if 
this matter couldn’t be brought up 
for discussion at the executive level. 
In the past other clients have been 
irritated by the cost of reprints 

Ordinarily, we do not call upon 
publications for reprints, but get 
them locally before the plates go 
out. In this case, however, it hap- 
pened to be an ad for which the ad- 
vertiser’s sales department wanted 
some additional reprints after the 
plate had been shipped to the pub- 
lisher . . JOHN R. ARMSTRONG, Arm- 
strong Advertising Agency, Chicago. 





George B. Motheral . . former 


ha 


Harold Bugbee . . presiden 
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13 Consecutive years of _ 
Advertising Leadership because of 


High Editorial Quality 


Wi. a publication is a better buy for its readers—its’ a better 








buy for its advertisers. 


PIT AND QUARRY editors produce the leading magazine serv- 1951 Record _ 
ing the pit and quarry industries. They are qualified by experi- 

ence, training and ability. They present a sound and editorially —17Q] pages of Advertising 
balanced magazine—tersely, factually, clearly, attractively. They 


27 re than in 
understand the problems of these industries. 8 pages mo 


the second publication 
Through the years they have built wide editorial influence and 

industry leadership, resulting in exceptionally high readership 

that makes your advertising more productive. January 1952 
PIT AND QUARRY ’s circulation has more than kept pace with | 

these ever-expanding industries. It is now at an all-time high, and ssue 

at the highest subscription price in the field. More of the impor- breaks 36-year record 
tant prospects and buyers of your product pay more money to 


read PIT AND QUARRY than for any other publication. for advertising volume with 


195 Pages 


Owners and Operators of this 


int sf BIG MARKET 


. _51,011,960,725 ies for equipment because of the continued huge 
' ipm t] : 

oe = demands for the materials produced by the 
readers of PIT AND QUARRY. 





PIT AND QUARRY 
AND 


ASSOCIATED INDUSTRIES © 


WRITE FOR MARKEY | " 
ste-size folder give ye 
eye me and value | = 
a ales potentials - 
oa these active indu 
u 








Tok AMERICAN MONORAIL COMPANY 
MATERIAL HANDLING KQUIPMENT 


OLEVELAND 7, Ono 


January 9, 1952 


Ss we make 
fore 


1q all other paper 


quantity but parti- 


mills that can 


Ve believe that such reader interest is a 


f the intensive tre 


ent your editors 
of the textile industry 

















out-pullmng all other papers 
in the field by nearly two to one.” 


You who supply the heavy-buving tex- 
tile industry can capitalize on American 
MonoRail’s experience. Opportunity for 


increasing your sales in 1952 is excellent. 


WE GET quite a few letters like Mr. Doerger’s. 


It makes us feel good because T.I. does work 
awfully hard at building industry-wide reader 
interest. 


Take last year. TEXTILE INDUSTRIES gave its 
readers 813 articles—in 15 separate classifica- 


tions--on mill management and production. 


Mill men and technicians themselves actually 
wrote or through interviews were responsible for 
every feature article appearing in the magazine. 
Men like A. Durfee Damon of Lockwood-Vutch- 
ess; Clark Thread’s John Duerst: Lanier Allison 
of Goldtex: and from out in Texas, Ely & 


Walker's Tom S. Harris. 


Don’t you agree that a publication that reflects 
the mill man’s viewpoint so directly is likely to 


get higher readership . . . inspire more confidence 
. ~ al 9 
and produce more sales ? 
American MonoRail’s tab on inquiries is pretty 


good evidence of this. Two to one for TI. 


Big expenditures are allocated 


For new mill construction in three states alone, 
five of the country’s larger textile concerns have 
already appropriated $178.000,000, And this is 
typical of the optimism and aggressiveness with 
which hundreds of other operators have entered 
the current expansion period, 

The men who read T.I. will buy millions of 
dollars worth of textile machinery this year... 
equipment like American MonoRail’s cleaning 
and handling devices: products like yours and 
your competitor's. 

Schedule regular space in TEXTILE INDUSTRIES 
throughout 1952 and get your fair share of this 
business. 

The magazine which is most useful to the men 


in the mills will be most useful to you. 


Textile Industries 


WRC 


Member: ABC - NBP 


806 Peachtree St., N.E., Atlanta 5, Ga, 


SMITH 


PUBLICATIONS 
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Advertising Managers 
Public Relations Executives 
Publishers 

Association Secretaries 
House Organ Editors... 
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savings 


ven 
nday! 


There’s real savings in the new 
type mailing envelope developed 
by Equitable Paper Bag Co. 

MB SLASHES COSTS—new style 
construction on special high 
speed machinery. 

WB STURDY CONSTRUCTION — 
extra long flap to “lock” your 
publication in the envelope. 
Rugged, well pasted seams and 
bottoms and 100°% kraft. 

MB IMPROVES APPEARANCE — 
safe arrival and clean delivery. 
& SAFETY EDGES—soft flap and 
lip edges eliminate cut fingers, 
speed insertion time. 








If you use 100,000 or more an- 
nually, it’s worth money to 
investigate. For full data, send 
sizes and annual amounts today! 


EQUITABLE PAPER BAG CO., Inc. 


45-50 Van Dam Street, 
Long Island City 1, N.Y. 


from Washin 





Industry expansion gets priority 


over military in months ahead 


By Stanley E. Cohen 


® pURING the next eight months, the 
industrial expansion program will 
be getting a lion’s share of available 
steel, copper and aluminum. Even 
the $6 billion military construction 
extravaganza must step aside 
Production Chief Manly Fleisch- 
mann estimates that industrial con- 
struction already underway will re- 
quire virtually all the metals avail- 
able to the building industry. No 
new industrial construction will be 
authorized during second quarter 
1952, and commercial construction 
may remain at a standstill through 
most of the remainder of the year. 
Fleischmann’s a hard-headed sort 
of fellow. “As between a half-fin- 
ished steel plant, and a new bar- 
racks at a military post, there 
doesn’t seem to be much difficulty 


making a choice,” he explains 


Break for Civilian Plants .. With 
the demand for construction mate- 
rials more stringent than anyone 
anticipated, mobilizers have quietly 
revamped their timetable for the 
“broader industrial base.” 

According to theory, whole sets of 
new industrial plants were to be 
completed during the next two years 
to provide substantial stand-by ca- 
pacity which could go rapidly into 
production in the event of a major 
Wal 

New DPA policies channel de- 
fense contracts into existing civilian 
plants which are idled as a result of 
This puts un- 
employed workers back on payrolls, 


materials cutbacks 


and eliminates immediate construc- 
tion of a number of new plants 
Construction of the stand-by facil- 
ities will be postponed until more 


immediate needs have been met 


High Rates, Higher Pay .. Postal 
deficits are back in the news, and 
chances are they will remain in the 


news until something rather drastic 
is done about the department’s fis- 
cal structure 

During the closing days of its 
1951 session, Congress passed a sub- 
stantial rate bill. At the same time 
it increased postal salaries by con- 
siderably more than it increased 
rates. 

With the postal deficit heading for 
an all time high of $670,000,000, 
President Truman will ask for a 
$225,000,000 rate increase again this 
year, and another $200,000,000 to be- 
come effective in 1953. 

Presumably the first increase will 
consist of higher rates for publish- 
ers, direct mail advertisers and par- 
cel post. But to get the final $200,- 
000,000 Postmaster General Jesse 
Donaldson may have to break down 
and recommend a four-cent rate on 
regular letter mail. 


Renegotiation Protection . . Ad- 
vertising activities of defense con- 
tractors get comprehensive protec- 
tion in the new cost rules proposed 
by the Renegotiation Board. For 
the most part these rules follow the 
precedents which have existed since 
World War II, and permit defense 
contractors involved in renegotiation 
to claim a reasonable amount fot 
advertising to protect their normal 
competitive position in peacetime 
industry. 

Nice thing about the new pro- 
posals is they are “affirmative.” 
Formerly, the renegotiation regula- 
tion said: “As a general rule ad- 
vertising expense is not allocable 
to renegotiable business.” Then it 
continued to explain that contrac- 
tors and subcontractors engaged 
heavily in defense work would be 
permitted to claim sufficient adver- 
tising to protect their normal com- 
petitive position. 

New rules say just about the 
same thing . . but the negative gen- 
eralization is replaced by the friend- 
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Monthh 


DATA FILE 
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MARKET COVERED — CONTRACTORS AND ENGINEERS 
MONTHLY'’s specific field is that of highway, heavy. and heavy 
building construction on a nation-wide basis including the construc- 
tion of highways, bridges, airports, dams and hydro-electric projects. 
earthmoving, irrigation, levees, river and harbor work, water works, 
sewage plants. and pipe lines, tunnels, railroads, viaducts and 
elevated highways, f industrial and office buildings, and 
other large structures; and highway maintenance and related 
problems. 


dat 





READERS —CONTRACTORS AND ENGINEERS MONTHLY is sent 
only to men actively engaged in highway, heavy or heavy building 
construction work or associated with government engineering offices 
supervising such jobs. It is significant that roughly 75% of the 
contractors reached are listed in Dun & Bradstreet. most of these 
being rated as well. 


LIST MAINTENANCE-—Contractors’ names are compiled from 
reports of contract awards, from direct field contacts made by our 
staff, from association rosters, and from lists submitted by highway 
departments and equipment distributors. Superintendents’ names are 
furnished b tt Lists are kept up-to-date by daily check- 
ing of post office notices, correspondence, newspaper and magazine 
reports. Verification of the entire list is now going on in line with 
new audit requirements. 





EDITORIAL POLICY -To assure readers of the best and latest 
knowledge of on-the-job “methods, organization and equipment.” 
CONTRACTORS AND ENGINEERS MONTHLY developed the effec- 
tiveness of editorial field trips by sending its editor into the field 
on extensive job-visiting trips as early as 1928, and has followed 
the practice ever since. These field trips cover the entire range of 
civil engineering projects. which are reported in fact-packed articles 
outlining job thods, o ti set-ups, and equipment used. 
Articles include the country’ 8 most outstanding construction projects. 
typical jobs handled by the average contractor, and maintenance 
and development work by state and county highway departments. 
Each issue contains an excellent balance of material both geo- 
graphically and by type of work. 





NEW PRODUCT PUBLICITY—In addition to the staff-written 
articles described above CONTRACTORS AND ENGINEERS 


Contractors .../ 
Engineers Monthly 


Ns SSQNSTe | 
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MONTHLY has for years given its readers the most comprehensive 
coverage of new products available and new literature which can 
be secured from manufacturers and material suppliers. This has 
helped to build the of our gazine and of our office 
as where-to-purchase information headquarters for the construction 


industry. 





INQUIRIES —The bound-in-post card in every copy suggests reader 
service and inquiries for manufacturers—hundreds of requests for 
literature or further information being forwarded to manufacturers 
each week from our publishing office 


LARGE TRIM SIZE _the large (11 x 15) page makes possible 
use of king-size editorial photos and also ditorial 
near every display ad. No solid blocks of advertising pages. 
(Standard space units ptable—no extra production costs). 
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ADVERTISING —During 1951 each issue of CONTRACTORS AND 
ENGINEERS MONTHLY had an average of 172 advertisers to make 
it the most complete where-to-purchase guide of construction products 
available in any monthly. These advertisers included most of the 
industry's key manufacturers. If your product is used in the highway 
and heavy construction field, you will be in the best of companies 
in CONTRACTORS AND ENGINEERS MONTHLY. 


If you are making up an advertising schedule now — or in the 
weeks ahead — take time to check these CONTRACTORS AND 
ENGINEERS MONTHLY advantages for yourself in any recent issue 
or write us for the latest copy plus any of the following which 
will be helpful to you- 


. NIAA Sales Presentation 

. Circulation Audit 

. Mailing list folder 

. Figures on request 
readership 

. Typical reader com- 
ments 

. Listing of 1950-1951 
advertisers 

. Summary of inquir- 
ies received 
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Droduet designers 


give you real selling opportunities 





did you know: 


... that finding suitable materials and 
components often gives product designers 
a tough time? 


... that even complete product specifications 
may not tell a product designer that you 
have what he wants? 


... that many product designers need to 
have the bare facts interpreted in terms of 
their requirements? 


The product designer consults available manufac- 
turers’ catalogs in the hope of finding products 
described in terms of ranges of application and 
performance, physical characteristics, dimensional 
specifications and cost. Only when he discovers 
products that might reasonably be expected to suit 


his special purpose, can he decide where to take 
further buying action—which suppliers to write— 
whose salesmen to call in. 

Sweet’s recently concluded an intensive investi- 
gation of the buying practices and information 
needs of product designers. The findings of this 
study, available in the booklet, “What Product 
Designers Want to Know,” clearly indicate that 
any manufacturer of materials, finishes or com- 
ponents can improve his marketing efficiency with 
a good catalog designed especially for product en- 
gineers—one that will make it easier for them to 
size up the possible application of his product to 
their needs. 

Sweet's can help you get the most 
out of your catalogs 
Sweet’s is an organization of catalog specialists. 
Here, one hundred and eighty people, working in 


here’s how 


Sweet's design department is 
staffed by experienced con- 
sultants, technical copy- 
writers, draftsmen and artists. 
Your individual requirements, 
whatever they may be, receive 
individual treatment by men 
specially trained for this work. 
plan—consultation and analy- 
sis of products and markets; 
determination of catalog’s : 
pag een ae Sweet's will take complete aa nupeys.- 

charge of the execution of pre-filed distribution—by 
rough dummy —outline of con- ha 
tent and format. ing: 
finished dummy—complete 
content and format ifica- 
tions, ready for 


Because of the great number. 
of manufacturers’ catalogs 
handled, Sweet’s can offer the 
economies of quantity pro- 
duction with no sacrifice of 
quality. 

Even if other Sweet's serv- 
ices are not desired, it may 
be found convenient to have 
some or all of the details of 
production handled by one 
responsible or ion. 


Sweet's 
can work 
for you dividuals representing 

bulk of buying power. 
individual distribution—by 
chase of accurate list po 
piled by Sweet's, or by using 


You may order 
these services 
separately, 

or in any 
combination. 


luction, 





coordinated departments, stand ready to give you ex- 
pert assistance in designing, producing or distributing 
market specialized catalogs, or, if you wish, to handle 
the entire operation. 

Our services cover the entire range of catalog pro- 
cedure—starting from the planning stage and ending 
with printed copies open under the eyes of your pro- 
spective buyers. You may order these services separate- 
ly, or in any combination, as your needs require. 

Year after year, Sweet’s handles more catalogs than 
any other organization —in 1951, over thirty-eight 
million copies. During its long experience in this spe- 
cialized work, Sweet’s has taken a leading part in 
developing and applying principles and procedures 
which have greatly improved the performance of man- 
ufacturers’ catalogs. It has helped hundreds of clients 
find the answers to a wide variety of individual catalog 
problems. 

Whether your problem is one of catalog content and 
format, or of good printing at reasonable cost, or of 
catalog distribution to cover your market effectively, 
or simply to get relief from a vast amount of time- 
consuming work—you will find the expert help you 
need in the Sweet’s organization. 

The Sweet’s District Manager in your territory will 
detail these services in terms of your particular require- 
ments. Call him in for a discussion of your catalog needs. 


New York 18—119 West 40th Street—LOngacre 3-0700 
Boston 16—31 St. James Avenue—HAncock 6-0700 
Buffalo 2—70 Niagara Street—CLeveland 8200 

Chicago 54—700 Merchandise Mart—WHitehall 4-4400 
Cincinnati 2—American Building—GArfield 2800 
Cleveland 15—1422 Euclid Avenue—CHerry 1-7256 
Detroit 26—548 Free Press Building—WOodward 1-2745 
Los Angeles 17—1709 West 8th Street—DUnkirk 3-1177 
Philadelphia 7-—1321 Arch Street—LOcust 7-4326 
Pittsburgh 19—411 Seventh Avenue—ATlantic 1-8220 
St. Louis 1—721 Olive Street-—CHestnut 7388 


Sweet's 
Catalog 
Service 





Designers, Producers and Distributors 
of manufacturers’ market-specialized catalogs 


DIVISION OF F. W. DODGE CORPORATION 
119 WEST 40TH STREET e NEW YORK 18, N. Y. 


whet | 
product 
designers 
want to 
know 


FREE —36 8%4"x11” pages of ideas on the 
selection and preparation of effective prod- 
vet: information material for design engi- 
neers, Product design and development men 
themselves wrote this handbook. That's what 
it is, literally—a handbook of what designers 
say they need to know about products. In 
their own words, they describe the kind of 
information that enables them to identify 
your products with their needs and induces 
them to get in touch with you. A copy is 
available at no cost to any industrial mar- 
keter or agency man interested in the prod- 
uct engineering market. 


FREE — this booklet tells 
you all about Sweet’s 
services in the product 
engineering market —also 
in the plant engineering 
and construction markets. 


Sweet's Catalog Service . . . Please send me a free copy of: 


“What Product Designers Want to Know about: 
Materials; Finishes; Components.” 


[J “Market Specialized Catalog Services,” 


NAME TITLE 


COMPANY 
« STREET 
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city STATE 
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THIS IS THE WAY TO THE TO 
Chicago — Mar. 17-21 


eee 
2000 EXTRA 7 
* CIRCULATION... 


a grand total of 40,000 
for the American 
Society of Tool 
Engineers bi-annual 
meeting! 


j 





MODERN MACHINE SHOP 
431 MAIN STREET, CINCINNATI 2, OHIO 


Yes, we would like to odvertise in the special 
Morch Show issue. Please reserve— 


poges for: 





Company 


OL SHOW 


Set your story to a larger-than-ever 
audience in the March Tool Show issue of 
Modern Machine Shop. This fact-packed 
issue will be a guide to those at the show 
and a report to those unable to attend. 

The circulation of Modern Machine 
Shop . . . largest in the field . . . will be 
increased to 40,000. An extra 2,000 copies 
will be distributed at the show to the cream 
of tool equipment and machine buyers. 

More advertisers use Modern Machine 
Shop than any other monthly or semi- 
monthly metal working publication. If 
you are already an advertiser, hammer 
home your message with extra space in the 
March issue. If not now an advertiser, take 
advantage of this bonus-circulation intro- 
duction to the production-executive read- 
ership of Modern Machine Shop ... the 
men who specify and buy in the metal 
working industry. 

Use the handy form to reserve space. 
Put Your Money Where Your Market Is 
...in MODERN MACHINE SHOP. 


Name _— _ SPECIAL CONTENTS OF THE MARCH TOOL SHOW ISSUE 


am * Complete floor plans of the International Amphitheatre 
sa ° Write-ups of tools, equipment and machines on display 
* Complete program of technical sessions 


City— ~ __Zone__ State 
® Complete index of all exhibitors and booth numbers 





1 poge, $215.00 
1 page, $225.00; ¥, poge, $117.50 { 6 time rote) 


Y, page, $112.50 (12 time rote) 


MODERN MACHINE SHOP 
431 MAIN STREET ¢ CINCINNATI 2, OHIO 


1 page, $245.00; ¥, poge, $122.50 { 1 time rote) 


CLOSING DATE — FEBRUARY 15 











" AMERICA’S GREATEST BUYING GUIDE” 


59th edition 
being compiled. 


A space order 


OPE. ga SS 


now will 
assure a 
choice 


position. 


Most used...at the 
‘Moment of buying need 
Most accurate 
Most accessible 


MacRAE’S 
BLUE BOOK 


18 EAST HURON STREET e CHICAGO 11, ILLINOIS 
a 1952/29 
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3 Billion 
Dollar 


\ Ceramic 


\ Market 


Ceramic Bulletin readers 
are those men who pur 
‘ chase directly, specify or 
recommend the purchase 

\ in the vast Ceramic 
Market. When you ad 


vertise in Ceramic 
, \ Bulletin, you reach 
© key personnel in 
\ every seqment of 
' g the industry 
? 


Bulletin 


2525 NORTH HIGH STREET 
COLUMBUS 2, OHIO 
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Three ways for executives to 


keep healthy, do a good job 


® WE BELIEVE that anyone who has 
enough initiative and drive to take 
part in all the fields you mention 
and who also has a good enough 
sense of proportion and frankness 
to see and freely admit his problem 
will probably continue to be very 
successful and not have to worry 
excellence of 
How- 
ever, it certainly is wise to occa- 
sionally take stock of 


doing, how well 


too much about the 


his work or even his health 


what you are 
you are doing it, 
and the question of your own well- 
being 


Books, 


been prepared on the 


advice and counsel have 
subject of 
managing one’s life under the strain 
and stress of current corporation 
pressures If we were to make 
suggestions it would be that you . 
1. Submit to a physical checkup 
at least once a year and follow 
your doctor’s recommendations. 


2. Try to learn that a man can- 


problems 


in Industrial Marketing 


not grow very fast or be particularly 
successful who tries to do every- 
thing himself. He will build up 
strong men under him whom he can 
guide and who will help him carry 
the load. 
3. Take 
throughout the day for 
quiet and silent meditation. 
spiritual 


occasional moments 
complete 
Some 
of our greatest leaders, 
scientists, and others are recom- 
mending more and more practical 
advice such as these moments of 
quiet meditation to relieve strain, 
bring back a better balanced sense 
of proportion and keep us on an 
even keel. 

This sort of thing is much easier 
to preach than to practice, but we 


urge you to try it 


How to coordinate sales 


activities with advertising 


™ MOST AD MANAGERS believe they 
accomplish a reasonable tie-in be- 
tween the spoken word and printed 
word. As a matter of fact, prob- 
ably very few accomplish as much 
as is possible in this day of closely 
related operations. 

In order to develop the necessary 





That’s what the electric power industry will spend this year 
for expansion—for generating equipment—for power plants—for 
transmission and distribution equipment—for the thousands of 
products it takes to produce and distribute electric power to the 
increasing number of domestic, commercial, and industrial users. 
It’s a rich market for suppliers of equipment. 

How are you going to get your share? It may not be as easy as 
you think! You have to get your sales story to all of the top 
executives. And here’s the way to do it: 

ELECTRIC LIGHT AND POWER is published exclusively for 
the power industry. It reaches all of the top executives in every 
property in the country. It is the only magazine that does. 

These key men are regular readers of ELECTRIC LIGHT AND 
POWER because ELECTRIC LIGHT AND POWER gives com- 
plete coverage of the industry. (We'll be glad to show you con- 
vincing evidence of ELECTRIC LIGHT AND POWER’S reader 
loyalty.) 

To get your share of the huge power expansion business, back 
up your personal selling efforts with a consistent advertising 
campaign in ELECTRIC LIGHT AND POWER. 


WHAT THEY BUY 
Generating, Transmission, Distribution and 
Metering Equipment 
Street Lighting Equipment 
Construction and Maintenance Equipment 
Building Materials 


Operating Supplies . . . 
and strongly influence industrial and institu- 
tionat purchases of Utilization Equipment. 





If you are not familiar with the power in- 
dustry and want to share in the boom, ask to 
have one of our representatives call. Our men 
are working with the power industry every 
day and have a fund of information you will 


find extremely valuable. 
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if you're selling to the manufacturing industries. . . 


SELL THESE MEN AND 


“FACTORY does one job better TH F 
—the job of serving the Plant Operating Group 
in worthwhile plants 


in the manufacturing industries.” 


That’s our way of describing the job that Factory can do for you. 
And, incidentally, it’s the only claim about coverage that FACTORY MAINTENANCE 
ever has made. We’ve never claimed to serve other functions which SUPERINTENDENT 
_ may also be important to you. 


We've looked at all kinds of statistics and surveys ... some made 
by us, some made by other publications, some made by manufacturers, 
or associations, or the government. And every time, we find that 
Plant Operating is by long odds the biggest and the most important 
buying group for most manufacturers who sell to the manufacturing 
industries. 


At the same time, though, this Plant Operating Group is the 
toughest for salesmen to see and sell. So that means that there’s all 
the more reason for advertising to do a big share of the sales job. 


All this isn’t just our opinion. Because advertisers 
want to sell the manufacturing industries . . . and 
because they recognize that Plant Operating is most 
important in buying ... and because they’ve found 
that Factory is first in this field. . . they placed a 
larger dollar volume of advertising in FACTORY in 
1951 than in any other monthly industrial magazine, 
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CHIEF ENGINEER 


\ A McGRAW-HILE PUBLICATION 


Member of Associated Business Publications 
and Audit Bureau of Circulations 
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in charge of OPERATIONS 
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Custom-trained 
to be an 


ACCOUNT EXECUTIVE 


Jack Evans 


One tested formula for enlisting agency 
account executives requires that a man 
shall have had experience in the sales 
department and/or advertising department 
and Jack Evans fully 
satishes that reasonable specitication 


ot an advertiser 


After high school, Jack spent the next 
several years working in the advertising 
department of Butler Brothers by day, 
attending Northwestern University School 
of Commerce by night. At Butler's he 
wrote, laid out and rode through 
production all the miscellany of catalogs 
broadsides, folders, letters, dealer 
material et al—working closely with the 
buyers. Ac Northwestern he majored in 
Advertising —minor in English--and got 
his Bachelor of Science in 1940 

Came then three years with the Barrett 
Division of Allied Chemical, in Chicago 
creating and supervising direct mail, 
sales analyses, sales manuals, visual 
presentations, house organs, meetings 
conventions, exhibits, samples — always in 
close liaison with salesmen 

In 1944 he joined this organization 
Hé handles accounts, writes copy, 
fulfills the functic 
prepared him 


i$ tor which experience 

This thorough training in fundamentals 
is a quality we consider indispensable to 
competent, resourcetul 
A natural extension of 
will automatically bring about the healthy 
gtowth we fully intend to enjoy 


Agency service 
t usefulness 


arsleller’ 
obhavdt 


Ced ] Inc. 
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600 SOUTH MICHIGAN AVENUE «+ CHICAGO 5 


and 


AO Ve Ba T I 


600 GRANT STREET « PITTSBURGH 19 
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A review, by business paper editors, of industry conditions 


that may influence industrial marketing procedures. 


Diesel production to rise 42%; 


cars, trucks may drop in 1952 


Automotive Industries 


Dollar vol- 


ume sales of automotive and avia- 


® CARS AND PLANES 


tion industries in 1952 will reach the 
$21 billion total of 1951 and may 
even go higher, depending upon how 
fast defense production increases. 
Defense contracts now held by auto- 
motive and aviation manufacturers, 
and their parts suppliers total about 
$21 billion. 

In connection with this fabulous 
output of civilian and military prod- 
ucts, 1952 will be complicated by 
materials allocations, passenger car 
cutbacks, temporary unemployment 
due to conversion, and other labor 
Further 
rates naturally will result in 
This year production 


problems increases in 
wage 
higher prices. 
of aircraft and other war goods is 
expected to offset any decline in 
of trucks and 


civilian production 


passenger cars 


Bus Transportation 

Ear F The isinger, exe itive ealt 
@® BUS INDUSTRY . 
the common 


. Expenditures by 
carrier bus industry 
this year are expected to exceed a 
half billion dollars, and could ap- 
proach three-quarters should riding 
This anticipated 
outlay will go for new vehicles, fuel 


demand increase. 


and lubricants, tires, shop equip- 
ment, tools, and new garages, shops, 
and_ building 
Materials shortages 


passenger terminals 
improvements. 
are being felt substitutes may 
have to be used. The manpower 
situation, already critical, may wor- 


sen if war continues or expands. If 


private automobile transportation is 
curbed, motor bus patronage will 
increase substantially. Barring de- 
terioration in the current world sit- 
uation, this industry can 
steady normal growth rather 
major expansion. 


expect 
than 


Diesel Progress 


Rex W. Wadman, publisher 


® DELIVERIES WILL BE UP. . In 1952, 
actual deliveries of diesel engines 
will exceed 1951 by some 42%. Ma- 
terial shortages will not hurt us too 
much, since practically every diesel 
engine on order has some direct or 
indirect application. We 
therefore have pretty good coverage 
or cooperation from Washington. 
We do not expect much change in 
the basic price structure. Manpow- 
er is acute in a few places, and the 
situation will get worse before it 
gets better. Our distributors, job- 
bers and dealers are having trouble 
getting delivery in competition with 
defense orders, but so far they 
haven’t starved and I don’t antici- 
pate the going to be too tough this 
year. 


defense 


Fleet Owner 


Leon F. Banigan, editor 


® TRUCKING. . The end of 1951 saw 
more than 9,000,000 motor trucks 
serving agriculture, industry and 
trade . . an increase of 1,000,000 
commercial vehicles over 1950. Ma- 
terials shortages could reduce truck 
production as much as 40% this 
year. These vehicles will continue 
to carry the largest portion of ton- 
nage, civilian and defense materials, 
199 











Valuable information for Copywriters 
Sales and Advertising Executives . . . 


Mo reads 


a Machine and Teo 
=i] BLUE BOOK 


This 8-page booklet gives you the 
important readership facts you need 


to know to determine the value of : 
the BLUE BOOK for selling your prod- __ And, how important are these readers to 


ucts to the metalworking industry. = ==> YOU? This, and many other important ques- 

SS tions on readership are answered for you in 
an independent, comprehensive study among readers of 
Machine and Tool BLUE BOOK. 


Here is a fact-packed booklet that shows titles and numbers 
of individuals reached, reading habits, preferences, what they 
like to read in ads, what they buy from BLUE BOOK advertisers, 
readers per copy, and other readership facts. 

Here’s proof that BLUE BOOKS's editorial formula is right 
for you. The right editorial formula directed to the right audience 
of top buying executives builds high reader interest — an un- 
beatable combination for SALES. You need the power of the 
Machine ond Too! BLUE BOOK to sell the huge metalworking industry. 


BLUE BOOK | 
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Circulation verified by Western Union through its 1,642 offices in 
the U. S. industrial centers. 

More than 95% of circulation is personalized. 

Pioneer publication with controlled circulation. 

Published monthly for 45 years. 

Front cover used for merchandising editorial content. 

Square back binding makes book easy to use and read. 

First pocket-size publication for metalworking industry. 

Special binding permits use of 7” x 10” plates as unbroken spreads. 
Low cost per thousand circulation. Produces results. 


Comma  MackineandToot BLUE BOOK 


e i ing and produc- 


tion men in metalworking. HITCHCOCK PUBLISHING CO. © WHEATON, ILLINOIS 
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WHAT SPEEDS THIS 
YARN WARPER TO 
1,000 YARDS A MINUTE? 


eee eee eevee 


VARIABLE 
SPEED 


THE ANSWER IS* 





DRIVE 


with Magnetic Braking 


Miles of yarn must be wound in converting fibres 
into fabric . . . hundreds of threads warped on a 
beam at tremendous speeds. It calls for controlled 
starting from slow to high . . . with controlled 
stopping if a thread breaks. 

As new yarns made faster winding practical, 
engineers developed new machines. One reached 
400 yards a minute . . . but 1,000 was wanted. 
Another damaged the yarn by friction drag in 
stopping. The problem has been licked, now, with a 
variable speed electric drive that can build up to 
thousand-yards-a-minute speed . . . slow down as 
the beam fills up . . . stop without damage or drag. 
This new flexible drive solves a problem in power 
application common to so many other products with 
end uses for apart as the poles. 


That's why ELECTRICAL MANUFACTURING re- 
ported fully on the new beam warper, with detailed 
pictures and circuit diagrams . . . to give those 
whose responsibility is design engineering a fresh 
approach to their problems. Earlier issues explained 
a new low-cost electronic drive . . . analysed the 
theory of adjustable-speed drive . . . kept engin- 
eers posted on new solutions to this basic problem 
of power application to industrial machines. 

ELECTRICAL MANUFACTURING does the same for 
every important problem currently on the drawing 
boards of the men who design engineer electrically 
operated machines, appliances and equipment. 
The editors make adjustable-speed drives a major 
editorial topic because... 


IT'S AN Liecitomechaniea/ PROBLEM 





THIS HAPPENED to be a story about a beam warper . . . and about ajustable- 
speed drives. The problem could have been magnetic amplifiers . . . 
or miniaturization. The end product might have been a computer 
... an electric shaver . . . a milling machine. With the development 
of more and more applications of electricity and electronics, 
there’s a bigger role than ever to be served by the magazine that 
makes all the e/ectromechanical problems of this broad field its 
specific province. 

And it is a broad field . . . a multi-million dollar market 
that can be reached as one market, in one magazine, because all 
the makers of electrically operated machines, appliances and 
equipment have common interests at the engineering level. This 
happens also to be the buying and specifying level . .. which means 
that the men who look to ELECTRICAL MANUFACTURING for 

Coden ied. atelte help in solving day-to-day problems look to its advertising pages 

driven beam warper taking for product information. The designers and engineers who read 

yarn off a magazine cone reel it need all types of metals and materials, component parts both 

through electrical eyeboard , ‘ “eer : : 

sop wotton: electrical and mechanical, finishes and insulation . . . need them 
all in vast quantity. Are you making this dynamic market 
your market? 





WHAT...HOW...WHY? 


Every issue of ELECTRICAL MANUFACTURING covers a wide range 
of design and engineering problems. In the current issue you'll find 


Main drive to spindle heads is / Industrial Limit Switches How mechanical and electrical characteristics 
by V-belt and roller chain determine use in industrial machine control 


from a d-c motor. Chain sys- ; 
tem is part of the differential Research in Dielectrics How new materials for high temperature service 


speed control. Combined with tie in with current military needs 


magnetic braking it makes ' . 
possible variable speed op- Magnetic Powder Parts How density of sintered compacts 


eration with safety up to a is affected by additions of various alloys 
thousand yards a minute. 





Polyphase Induction Motors How locked-torque motor calculations 
aid in selection of design class and frame size 





Textile Loom Controls How electric feelers 
and stop-motion devices stepped up production 


Electrical 
Manufacturing 


THE GAGE PUBLISHING COMPANY 


1250 Sixth Avenue, New York 20,N. Y. © Publishers to Industry Since 1892 
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Typical parts and sub-assemblies used in the Remington 
Rand Tabulator and Summary Card Punch shown at right. 


It takes a tabulator to add up materials 


engineering decisions at 


For the Remington Rand Tabulator and Summary Card Punch, materials engineering 
decisions dictated the use of: 
107 Irons and steels 24 Finishes and coatings 
61 Nonferrous metals 18,000 Heat treating and tempering operations 
63 Nonmetallic materials 25,000 Finishing and cleaning operations 
28,202 Parts and forms 8,500 Fastening operations 
Before materials and materials-processing equipment can be purchased, materials engineer- 
ing decisions must be made. And new materials and new processing methods must be 
investigated continually to meet changing conditions and competition. 


Materials & Methods is published exclusively for over 19,000 materials engineering men— 
all paid subscribers—who specify materials and materials-processing methods in the hard 
goods manufacturing industries. 


Concentrate Your Advertising 
Where Materials Engineering Men 
Concentrate Their Attention... 


A REINHOLD PUBLICATION 
330 West 42nd St., New York 36, N. Y. 


Cleveland * Chicago * Dallas * Los Angeles macazins ales 
San Francisco * Seattle ric se 
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Dollar vclume up 20% in 1951, 


business papers see 1952 rise 


By J. K. Lasser 


Industrial advertising is due for greater 


— a aw | hlicati h — 





income 25% and page volume 12 or 14% 
in 1951, and can expect even larger in- 
creases in 1952, says Mr. Lasser, leading 
accountant and tax expert, in this text of 
an add ata ting of the Chicago 


Ruei Papers A 











® BUSINESS PAPER dollar volume 
rose 20% in 1951 over 1950. The 
page increase was about 7%. The 
rest of the sales came from rate 
step-ups. Right now 1952 looks at 
least 10° better in dollar volume 
than 1951 . . and may be much bet- 
ter. 

Profits of our best 
papers, after taxes, were probably 
8% of gross income in 1951 . . not 
much of a change from 1950. Prof- 
its were very much lower than 8% 
for papers with a volume of less 
than $500,000 a year. 

The 1951 dollar step-up did not 
go across the board on all types of 
papers. Merchandising papers had 
just about the same dollar income 
as in 1950, with a 2 to 4% decrease 
in page content. Industrial papers 
had a 25% increase in income . . 
with about a 12 or 14% page step- 
up. 

As near as we can understand it 
now, the trend upward will con- 
tinue in 1952. The industrial group 
can reasonably expect larger page 
and dollar increases. The mer- 


business 


chandising outlook is still uncertain. 
It may well give no page or dollar 
change over 1951. 

Most publishers’ budgets say that 
the change in 1952 will be about 6% 
more pages and perhaps 10% more 
advertising income. My crystal ball 
tells me to go much further than 
that. I think we will get more paid 
pages, if there is a reasonable dis- 
bursement for selling and if pub- 
lishers will move ahead with their 
promotion disbursements. I trans- 
late that into 15% or more increase 
in dollars for our larger publishers. 


Profits Not So Good . . Profit 
levels are low in the great mass of 
business papers. The larger papers 
make 8% after taxes. Those with 
volumes under $500,000 get much 
less. 

That is only part of the story. 
More than two-thirds of the busi- 
ness papers with an advertising 
volume less than $100,000 are in red 
ink; a fourth of those in the $100,000 
to $250,000 class are losing money. 
In the group with business over 
$250,000 we still find one out of 
every six papers just breaking even 

. or in very bad shape. Much of 
that is just bad publishing, bad 
management, indecent refusal to 
recognize the needs of the industry 
served, refusal to adjust rates and 
. . perhaps this said immodestly . . 
refusal to listen to the pleadings of 
cost conscious, rate conscious, man- 
agement students of my type. 

You've been reading that business 
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Industrial Marketing 


will be good in 1952 in the year-end 
crystal gazing by experts. Parts of 
the forecasts: Consumer spending 
will rise to $210 billion . . against 
205 in 1951. Total spending will 
move to $352 billion, compared with 
325 in 1951. Government spending 
will go to $88 billion, from 64 in 
1951. Business profits will step up 
before taxes . . and will be about 
the same after taxes as in 1951. In- 
flation will be mild, living costs will 
not change too much. Consumer 
saving will move to about $24 bil- 
lion, as against $18 billion in 1951 
and $11 billion in 1950. 

Industry expansion, particularly 
coming out of the defense program, 
is now moving 18% over the first 
quarter of 1951 . . a new peak. (This 
is the Securities Exchange Commis- 
sion figure just released for 1952.) 

Maybe this is a place to pull up a 
moment and consider the box-score 
of forecasters. At the end of 1949, 
they told us we’d have average buy- 
ing power. Instead we got a war 
boom. At the end of 1950 they pre- 
dicted a war boom and we got a bad 
slough-off. And so crystal gazing, 
too, has its risks. 

Yet we've got to plan ahead. 
We've got to make the best of the 
figures we can reasonably see. 
Here’s what they seem to say to me: 

Government spending, high in- 
dustry expansion, big pay checks, 
high personal backlogs on cash, high 
profits of industry before taxes . . 
all these have the traditional back- 
ground for a boom. They argue for 


pace 








Promotion and new product applications 


build sales for porcelain enamel 


Good Stories 
iWhat was the Frogs secret? 
Who said, Quack Quack, What is al| 
That noise?” 
id Mc Robin know the Secre > 





New Market. . 


By Merle Kingman 


Bettinger has found new uses for porcelain 
. and despite vigorous promotion 
But the 
promotion paid dramatically. It has helped 


enamel 


has lost money on some of them. 


boost sales many times over on the compa 


ny's line of traditional porcelain products. 


@® HERE IS an unusual way to sell 
to industry: build a strong product 
research department and then de- 
velop a reputation for being willing 
and able to adapt your specialized 
line to a great variety of applica- 
tions (you name it, we'll build it) 

If your industry is traditionally 
conservative and your product and 
research department are good 
enough, you can soon have impor- 
tant customers coming to you 


That is 


34 /Industr 


what has happened to 


Porcelain Owls . . | 


Waltham 


which makes porcelain enam- 


Bettinger Enamel Corp., 
Mass., 
el steel 


products and which has 


used this basic sales method to 
build sales from $110,000 in 1946 to 
$1,050,000 in 1951 and an expected 
$1,500,000 in 1952. The protaganist 
in this method at Bettinge: has been 


Robert Weaver, Jr.. 


who in 1946 acquired control of the 


32-year-old 
company and became president at 
the age of 26 
Fred D 


general manager, who is the pro- 


He brought with him 


Shaw, vice-president and 


duction strong man, and Arthur D 
Shaver, vice-president and treasur- 
er. Mr. Shaw is 47, Mr. Shaver 34 

Strengthening the operation of the 
sales method was the fact that this 
was a trio of specialists: President 
Weaver, educated at Kenyon Col- 
lege and the son of a Cleveland in- 


dustrialist who insisted his sons 
make their own way, specialized in 
sales; Mr. Shaw, a product of Mas- 
sachusetts Institute of Technology, 
handled engineering problems; and 
Mr. Shaver, a graduate of the Har- 
vard School of Business Administra- 
tion, held together the business end 
This group pushed the sales policy 
of diversity of product application 
experimenting broadly, making 
anything out of porcelain steel that 
the customers wanted and the com- 
found possible. As a_ sales 
method, this required a 


pany 
policy or 
vigorous search for new applica- 
tions and vigorous selling of them 
to the customers. New applications 
were found. Customers were sold. 
On many of the orders, the company 
lost money. The cost of tooling up 
often was higher than the profit 





But in the end the company won 
a reputation in the porcelain enamel 
field for versatility. The company 
won profitable orders, including an 
important subcontract from General 
Electric in its work for the Air 
Force. When the Air Force de- 
manded immediate production on a 
process still in the experimental 
stage, Bettinger already had suffi- 
cient experience in the field to win 
the subcontract . . and began mak- 
ing the nozzle box for the turbo- 
supercharger in the Air Force 
planes. 

This has given the company a 


Hot 
portable 


flying start in the new ceramic coat- 
ing field, which promises to expand 
into a big industry. 

What were some of the new prod- 
uct applications that the company 
found and how did they go about 
looking for them? 

For example, when architect Carl 
Koch found that his budget wouldn’t 
permit him to put fireplaces in 
Acorn Houses, a low-cost housing 
project he was designing, Mr. Weav- 
er- and his colleagues at Bettinger 
persuaded Mr. Koch to let them 
tackle the problem. 

“You go ahead and design a sim- 
ple fireplace,” they said, “and we 
will try to adjust the design to 
make one of poreclain enamel for 
the amount you can allow and keep 
it practical production-wise.” 

Mr. Kock designed the fireplace, 


Bettinger built it and the result 
was an order for what was named 
the Acorn Fireplace, a modern fire- 
place of porcelain enamel steel in 
red, black or grey that can be sus- 
pended from a wall or can stand 
on slim brass legs. Price: $89, less 
than half the cost of conventional 
fireplaces. 

One of the first 
under the Weaver regime was one 
from Otis Elevator Co. for elevator 
While filling the cab order, 
Bettinger learned that Otis had a 


orders landed 


cabs. 
problem: the risers of Otis escala- 
tors .. the vertical part of the step 


Fat PaaS 
Porcelain Chimney . . \: 


2rsat 


had become badly scuffed from 
shoes kicking against them. Otis 
sought a dark, abrasive-resistant, 
strong, chip-proof material for the 
job. Porcelain enamel had some 
of these qualities, not others. 

Large competitors of Bettinger 
informed Otis that porcelain enamel 
could not do this particular job. 
The technical difficulty was that 
porcelain enamel never had been 
used as a structural material, only 
as protective facade over the struc- 
ture. 

Mr. Weaver persuaded Otis to let 
Bettinger work on it. Research 
tackled it, and after expensive ex- 
periments and much poring over 
old M.LT. books, a porcelain enam- 
eled steel escalator riser was de- 
veloped that was dull black, chip 
and scuff-resistant and structurally 


Bettinger got the order and 
now makes all Otis’ risers. 


sound. 


Bettinger’s success with fireplaces 
influenced architect Koch to keep 
porcelain enamel in mind as he de- 
signed a community project . . the 
Fitchburg Youth Library. Betting- 
er supplied the porcelain enamel 
work. When Mr. Koch called in 
sculptor Bill Talbot for some ex- 
terior sculpture, Bettinger suggested 
that he work in porcelain enamel. 
The sculptor was astonished, but 
kept an open mind and, with some 
technical education and cooperation 
from Bettinger engineers, sculpted 


a delightful set of solemn, porce- 
lain enamel owls for the roof, to the 
delight of the children. 

Another new product was a school 
blackboard. Architects have long 
stewed about designing school 
rooms around a large, dull, black 
board on the wall. Further, some 
boards were not the most durable. 
Se Bettinger now holds a patent on 
a steel chalkboard with a dull sur- 
face. The company says it is cheap, 
indestructible and available in any 
color. 

Pushing these new product uses 
and seeking still more new uses has 
been business paper advertising in 
Industry, New England Newsletter, 
Signs of the Times and Sweet's Cat- 
alog. In 1952 a much _ broader 
schedule is planned, encompassing 
architectural and school publica- 


ntinued on page 141 


February 1952 /'38 





You can’t afford not to spend 


today’s 18-cent marketing dollars 


By Willard M. Fox 


Prices on food, clothing and housing have 
hit a record. But for industry, it’s differ- 
ent. Prices have sunk to a new low on 
market opportunities. You can buy them 


for a song. 


This is the way a specialist suggests that 


you and your management go about it. 





8 YOU CAN DEVELOP a potent mar- 
keting program today that was too 
costly yesterday to win approval of 
management 

When as much as 82 


can be shifted to the U. S. Treasury, 


of the cost 


it is just good business to get the 
program started. That percentage 
is taken from the current tax law 
which raised the tax bite on cor- 
poration earnings to 82¢ on the dol- 
lar 

The corporation tax laws and the 
11 increase in personal income 
taxes have reduced the number and 
worth of dividends paid to stock- 
holders and have increased the im- 
portance of long term capital gains 
Management owes it to stockhold- 
ers to modify company policy under 
the changed tax laws to spend 
money now in preparation for the 
depression that may hit us some 
time in 1954-1956 

Many important people expect us 
to be over the hump of rearmament 
by the last half of 1953. This will 
mean a slackening. Countering this 
slightly, CMP and other 
can be counted upon to create some 
But deferred de- 


controls 


deferred demand 


36 / Indu tna 


mand is never as large as is ex- 
pected by statisticians who assume 
that the man who misses lunch to- 
day will eat two lunches tomorrow 
What the man actually does is to do 
nothing or to eat slightly more din- 
ner than usual 

Unusual and unprecedented things 
These 


things and the tax situation are a 


are happening in industry. 


hint to sales and advertising execu- 
tives to undertake, or to urge man- 
agement to undertake, the following 
types of activity in a program of 
long term capital gains 


Here’s how . . 


1. Push Product Research 


Atomic caught the 


public fancy, almost obscuring other 


energy has 


developments that will 
Great 
have been made in the past 15 or 
British, 


French, American and other scien- 


important 


affect our future strides 


20 years by German, 
tists 

Much has been learned about the 
chemistry of rare earth metals, 
plastics (and other polymers), bio- 
logicals, synthetic textiles, metal- 
lurgy, television, radar, servomech- 
anism and cybernetic problems 
With materials now controlled and 
their usage restricted, we have the 
time and the 18¢ dollars available 
to turn laboratory people loose to 
see what they can develop. 


No product and no method is 


so good that it cannot be refined, 
improved, or supplanted by a better 
combination of product and method. 
Now that most of us are going to 
be compelled for a time to freeze 
our present products, perhaps with 
substitutions of less critical for more 
critical materials, we can take time 
to tell management and laboratory 
people what our future markets are 
likely to want, so that they can en- 
gineer the lines of the future 
Some companies do advanced en- 
gineering as a matter of course, and 
If we fail to 
keep pace and use this opportunity, 
1954 or 1955 or 1956 may catch us 
in a buyers’ market with nothing 


they win leadership. 


to offer but old designs when com- 
petitors have much newer and much 
better answers to customers’ needs. 
Sales and advertising executives 
cannot do the engineering, but they 
can uncover the fields in which cus- 
tomers most need better services 
and products 


a: Analyze Long Range 


If we are to cope with the prob- 
lems of 1954-56 and later, we had 
better have some notion of what we 
are likely to be up against. R. O. 
Eastman took in too much territory 
when he oft-quoted 
“Markets are people.” He would 
have been more precise, though less 
dramatic, had he said, “Some people 
markets for 


coined the 


are sometimes some 
some things.” 

The make-up of our population 
is far different from what it was 
several years ago. Population has 
grown, but it has not grown uni- 
formly in age economic 
groups and other 


that affect both consumer demand 


groups, 
characteristics 
and manufacturing capacity re- 
quirements. 

Rigidities, compensatory devices, 
and instabilities have been legis- 
lated, negotiated and evolved in our 
economy. Some will stay, some will 
vanish and some will be modified. 
We had better sort them out and 
understand their significance. 

They will affect markets and 
companies in different ways and to 
different There is no 
earlier date upon which we can 
evaluating their 
Sales executives and ad- 


degrees. 


start them and 


impacts. 





vertising men can spark programs 
to get their economic and market 
analysts going on investigations and 
estimates of the effects of these 
things to lay a basis for sales and 
advertising programs suitable to 
meet the kind of competition 1954- 
56 will bring. 


Zz Use Educational Advertising 


Granted that advertising is sales- 
manship-in-print and that sales are 
made in the minds of people who 
have needs and money to satisfy 
them, advertising can do a real job 
when we are badly oversold as well 
as when we are looking for orders. 

Warner & Swasey, Union Oil, and 
N. W. 
that have consistently used educa- 
tional advertising for many years. 
I am sure that many buyers have 
been sold by such advertising and 
have thrown their business that 


Ayer are three companies 


way. 

On a different level, such com- 
panies as Greenfield Tap & Die 
Corp. and Remington Rand have 
done educational jobs that gained 
them nothing directly but won them 
much indirectly. These campaigns 
have shown people how to get the 
most out of what they have through 
efficient usage and have explained 
how and why the products of their 
respective industries (not necessar- 
ily their own brands) are essential 
to our economy. You can use 18¢ 
dollars very advantageously for 
well-conceived educational adver- 
tising even if no attempt is made to 
sell products. It is the old, old story 
of bread cast upon the waters. 


4. Play Sales ‘War Games’ 


Identity of who said, “War is the 
peacetime of industry,” escapes me. 
Whoever said it had something. 
When the most pressing problems 
explain why 
promise dates are so remote and 
deliveries so difficult, the tempta- 
tion to relax a little on salesman 
recruiting, sales training, sales con- 
trol and sales discipline is real . . 
and understandable. Many com- 
panies yield to it. 

When one is working with 18¢ 
dollars, it is easy to afford the “ex- 


of salesmen are to 


pense” of running the equivalent of 
the post-West Point war colleges. 
Salesmen grow rusty. Those who 
did not have to sell in the lean days 
of 1931-34 never encountered that 
toughest of all sales-resisting state- 
ments: “I know all you say it true. 
I know it is costing me money not 
to buy. I know every day of delay 
adds to that cost. But I want to 
I'd rath- 
er have cash than earning assets, 
be they ever so profitable.” We 
may not hear that in 1954-56. But 


protect my quick position. 


perhaps we will. 
Sales executives who sell 
managements on using 18¢ dollars 


their 


now to train, retrain and keep on 
training young salesmen and old- 
timers alike in the technics of com- 
petitive selling and (where they 
sell through mill supply houses or 
other indirect channels) building of 
merchandising or applications co- 
operation, will fare relatively well 
when the going gets tough. 

When we read that company after 
company is expanding plant to try 
to catch up with backlogs and when 
we see report after report showing 
increasing unfilled order and new 
order positions, we have nothing to 
lose and everything to gain by 
selling as if each order we seek 
hangs upon the most thorough prep- 
aration, presentation and _ follow 
through. 

Of course, such thoroughness does 
not matter now, any more than at- 
tention to every detail matters in 
peace-time maneuvers. It 
will only become important later. 
The 18¢ “wasted” today on a pres- 
entation better than it need be will 
prove very cheap profit insurance 
in three or four years when orders 


have to be sold and sold and sold 


army 


some more. 


>. Improve Internal Controls 


The shortage of the baby crop in 
the early 1930’s and the high birth 
rate of the 1940’s have combined to 
create a shortage of clerical work- 
ers. Many young girls who should 
be coming into the clerical labor 
pool now were never born. A high 
proportion of their older sisters are 
young mothers who cannot leave 
their children for a typewriter or 
an office machine. 


A tight labor market already has 
hit in clerical fields and is likely to 
get worse before getting better. 
Under these circumstances, it is 
easy to cut out seemingly super- 
fluous records, such as sales control 
systems, prospect records, mailing 
list revision systems and others that 
can be spared when sales are easy 
to make. 

They will not be 
You never miss the water until the 
But don’t abandon 


missed now. 
well goes dry. 
Don’t let them slowly wither 
away. Spend your 18¢ dollars on 
careful reexamination of all sales 


them. 


and advertising records and rou- 
tines. 

While it is true that office ma- 
chines and equipment are scarce, 
they are not wholly unavailable. 
Much can be done through careful 
analysis and work simplification 
studies to increase the productivity 
of your present equipment. 

Investigation of the simplest and 
best procedures for knowing what 
is needed for sales directional and 
promotional activities is a profitable 
Done 


now, the revised records and pro- 


way to spend 18¢ dollars 


cedures will have been shaken down 
and will contain a body of informa- 
tion that will prove invaluable for 
planning and executing effective 
sales programs in the bleak days 
that may descend on us in 1954-56. 

Much of the current harassment 
of sales and advertising executives 
results from their entanglement in 
detailed activities that are not ex- 
ecutive jobs by any stretch of the 
They are dragged into 
instead of 


imagination. 
these things 
creating records and routiries that 
allow them to manage-by-excep- 
tion, they are trying to manage a 
deluge of exceptions created by ob- 
systems and 


because, 


solete, inadequate 
methods. Now is the time when 
cheap corporate dollars permit re- 
construction of office procedures 
and controls as efficient as those 
taken for granted in production op- 


erations. 
6. Increase Customer Service 
mush- 


being 


western, 


industries are 

New plants are 
staffed. Far 
southern and midwestern plants are 


Defense 
rooming. 
built and 
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Forms, catalogs 
and speed help 
Benchmaster 

follow inquiries 


By Milton K. Grey 


‘| 


@ I AM RELATIVELY a newcomer to 
industrial advertising, but don’t go 
away .. what I have to say is large- 
ly adverse criticism (which the edi- 
tors say makes good copy) and 
some suggestions for improvement, 
based on my experience as a mer- 
chandising and marketing man in 
housewares and appliances 

Before taking over the problems 
of selling punch presses, arbor 
presses, milling machines and ac- 
cessories for Benchmaster Mfg. Co., 
I had spent 20 years in the house- 
wares and appliance field. In all 
that time, my conviction was that 
all advertising and selling was es- 
sentially the same. The male whose 
spouse cajoled him into entering 
an appliance store was the same 
fellow who, a few hours earlier, 
had signed a requisition for a lathe 
and a couple of punch presses for 
his plant. 

From my post, I knew how every 
lead, hot or lukewarm, was dili- 
gently followed. As you know from 
your own experience, the boys who 
sell ranges, refrigerators and the 
like give your family little peace, 
once they learn you have taken a 
longing look at some of their gleam- 
ing porcelain merchandise or made 
the fatal mistake of sending in a 
coupon 

Whether a company makes dur- 
able goods for houses or factories, 
shouldn't it be equally interested in 
following leads originating from ad- 
vertising? In my innocence, I really 
believed all companies were inter- 





How wrong I was! 
Admitting that some plants are 

24 months behind on deliveries, 

there can be no justification for 


ested equally. 


poor treatment of inquiries, which 
when nurtured can create good will 
and future sales. My disillusion- 
ment with industry began when our 
plant was in need of some additional 
equipment to take care of our ex- 
panding production program. Plac- 
ing myself in the position of a pros- 
pect, I picked up copies of several 
well known metalworking papers. 
I replied to 34 advertisements which 
After 


60 days, here is what happened: 


told about items we needed. 


Replies received: 
2 replies received in 10 days 
from date of my inquiries. 
replies in 10-20 days. 

replies in 21-30 days. 

replies in 45 days. 

replies in 60 days. 

no replies. 


Information received: 

18 sent form letter, with lit- 
erature. 
sent form letter, no litera- 
ture. 
- sent literature only. 
sent a special letter. 


Studying the literature received, 
I found that the bulk of the copy 
consisted of superlatives and gen- 
eral statements that contained no 
real information specifically apply- 
ing to my needs or problems. Only 
five advertisers had the forethought 
to mention the name of their local 
distributor. Checking with these 
five dealers, I learned that only two 
had a real and thorough knowledge 
of the product. And get this: one 
of the five dealers tried to sell me 
a competitive product! 

I was too tired by this time to de- 
termine if any of the dealers were 
qualified to service the equipment 
after it was purchased, or who 
maintained replacement parts stock, 
or any of the other pertinent things 
a man has a right to know when 
he invests several hundred or sev- 
eral thousands of dollars. 

As an old-time adman, I can only 
conclude that many executives in 
this industry have little conception 
of advertising’s place in the opera- 
tion of their businesses. 

Certainly a prospect who takes 


the time to send in an inquiry (at 
a substantial cost, in many cases, 
to the advertiser) is entitled to 
some consideration. Inquiries should 
be handled by a responsible in- 
dividual, rather than an envelope- 
stuffing clerk who knows little about 
the product and cares less. Second- 
ly, answers sent in response to in- 
quiries should be intelligently pre- 
pared; should include all the per- 
tinent data and specifications of the 
product; and should include the 
names of the nearest dealers, or 
should direct orders to the factory 

Maybe I’m a die-hard, but I can't 
help feel that each inquiry should 
have at least one, or possibly two, 
well-prepared follow-ups, to insure 
that the prospect has received all 
the information he requested, and 
as a gentle reminder to “order now.” 
Advertising will pay out in direct 
proportions to what's put in! 

The number of potential 
which go down the drain because 
handled inquiries, 


sales 


of improperly 
would stagger management. And 
what puzzles me is how presidents, 
directors and sales managers will 
spend weeks in trimming the adver- 
tising manager’s budget and then 
totally disregard the important “fol- 
low-through” 
profitable returns from advertising. 


needed to assure 


This experience jarred our own or- 


ganization to the extent of com- 
pletely revamping our inquiry fol- 
low-up system. 

Here’s a typical example of how 
we streamlined our advertising. The 
inquiry forms illustrated are typed 
in triplicate: 

1. The original copy (with deal- 
er’s name as well as prospect’s) 
is affixed to a set of catalogs, 
and is mailed within 24 hours 
after the inquiry is received. 
At the same time, the second 
copy is sent to the dealer, from 
whom a report is requested. 
The third copy is sent to the 
dealer three weeks later, pro- 
viding we haven't previously 
had a report on the prospective 
customer. 

The prospect’s name is placed 
on our mailing list for con- 
tinual follow-up. 

Thus, the benefits are four-fold 
Our cost of processing each inquiry 
is cut, inquiries are answered im- 
mediately, the dealer is given the 


prospect’s name while he’s still hot 


and we have an automatic follow- 
up on each lead. 

Another result of my experience 
has been a genuine sympathy for 
publishers of business papers who 
are often told by advertisers that 
‘we can’t trace any sales to our ads 


in your paper!” Oh, brother! 





% 
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a monthly im feature 


Shortages or no shortages . . 


industry will continue advertising 


Why advertise when you have more business than you can handle? . . 
when the deliveries you do make are often late? 


of orders is high? . . 


Leading industrialists answer these questions with one word . 


when your backlog 


“tomorrow”. As one 


executive put it, “Letting up on your advertising is like turning off the ignition key in your 
car. You coast for awhile, but your progress diminishes rapidly.” 


Here's what eight top executives said about shortages and future advertising plans. 





David W. Harris 


® AS FAR AS we can determine at 
this time, there will be no major 
changes in the advertising policies 
We ex- 


pect to continue emphasizing the 


of Universal during 1952 


value of our research, development, 
engineering and field service to the 
petroleum refining industry, and to 
augment this with informative op- 
erating material 

Shortages of materials have some 
pronounced effect upon every enter- 
prise; however, it is our belief that 
to better maintain our markets and 
position of leadership in our field, 
we must continue a_ constructive 
program of advertising 

We consider a broad, long-range 


advertising program as one of the 


most effective measures in helping 
protect against decline in business 


Ernest G. Swigert 


® 1952 promises to be the most 
confusing in a decade that has not 
been marked by normalcy. We are 
in the very delicate balance between 
shortage of materials and shortage 
of orders 

Most material shortages are po- 
tential rather than immediate, while 
the order file fluctuates between an 
enormous demand when our cus- 
tomers are afraid of shortages to a 
complete let-down when the short- 
ages disappear 

Our own policy will be to direct 
our advertising entirely toward sell- 


A monthly discussion, 

in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


ing our machinery. We don't like 
to be oversold, but it is a great deal 
better than to have inventory in- 
creasing and orders scarce. 


C. D. Bodine 
President 


@ WHILE 
being felt in most industries the 
effects on production generally are 
not as severe as indicated by the 


MATERIAL SHORTAGES are 


emphasis placed upon this problem. 
Some cases of production cutbacks 
are the result of scarcity of orders. 
We feel the material shortages, 
but our production has not been 
impaired seriously. Our backlog of 
orders is high, but these factors are 
not influencing our advertising pro- 
gram to any appreciable extent. We 
advertise for tomorrow today. 
Small special electric motors such 
as we manufacture become comple- 
ments of office machines, therapeu- 
tic devices, instruments, portable 
tools and other devices which re- 
quire design and testing before pro- 
duction Therefore, sales 
contacts we make today influence 
machine design, but are likely to 
result in production orders only 


begins. 


after several years. 

We feel that to keep our employes 
busy in the years ahead, we must 
advertise today to accomplish two 





results. One is to build confidence 
in our company, and the other is 
to impart information about ow 
products which will help the pro- 
spective purchaser determine what 
advantages he might obtain through 
their use. We do not feel the selling 
atmosphere changes this need for 
this dual advertising function. 

Our advertising has been a con- 
tinuous job to do, and any let-up 
would be like turning off the igni- 
tion key in your car. You could 
coast for awhile, but your progress 
would diminish rapidly. 


George E. Wallis 


iden Or 


® WE HAVE HAD to re-adjust ow 
sales sights for 1952 depending upon 
the quantity of materials available 
for each particular machine we 
make. In some cases, this has meant 
more orders than materials; in oth- 
ers, the material is adequate and our 
customers have to be sold. 

And finally, we have had to adjust 
production to accommodate defense 
work for which we are now tooling 
All these factors add up to more 
selective advertising and _ selling 
than was true last year. 

Aside from materials, the biggest 
influence in our business today is 
the ability of our customers to op- 
erate at a profit between the squeeze 
of ceiling prices and rising costs 
It is our job to help them do it with 
more efficient methods, machinery 


George S. Dively 


President 


® AVAILABILITY of our normal prod- 
printing presses, 
related 
is being 


ucts . . rotary 
power paper cutters and 
graphic arts equipment 


increasingly restricted by cutbacks 
in materials. Although actual or- 
ders have been below normal for 
some months, our market studies 
continue to indicate a good demand 
for these products. This slowness 
of new-order clearance is no doubt 
partly due to unsettled world con- 
ditions and cash drains resulting 
from large tax increases. 

However, in our operation, the 
increase in defense work has made 
up for the lack of materials for 
civilian products and the slower rate 
of civilian orders. Production con- 
tinues at capacity on the basis of 
around 40°, defense work and 60°, 

Although | this 
reflected in our 


normal products. 
shift is already 
manfacturing activity, it will not 
be fully reflected in actual ship- 
ments until later in the year. 

The indicated demand and need 
for new equipment would seem to 
justify continued strong promotion, 
advertising and direct selling effort. 
We are planning our sales and ad- 
vertising programs on this basis 


Lloyd Hale 


rresiden 


® DESPITE SHORTAGES and marketing 
uncertainties in 1952, we plan to 
increase our advertising efforts. Our 
campaigns will continue to empha- 
size specific, down-to-earth custom- 
er benefits. We shall use no institu- 
tional advertising . . except possibly 
a spoonful or two, via direct mail. 
In other 
stepped-up industrial production 
both civilian and defense . . has 
automatically created a greater po- 
tential need for our equipment in 
1952 than in 1951. Clean floors in 
industrial plants are now recognized 
as necessary . . for faster trucking 
and material handling, reduced ac- 


words, we feel that 


cidents, lower power-costs for 
trucking and 
conditions. 


So we plan to stress the labor- 


improved working 


saving productivity of our floor 
maintenance machines. As shortages 


become more acute, we will also 


emphasize new uses of our equip- 
ment, short cuts in maintenance, 


and helpful tips 


John Lucas 


® OUR COMPANY manufactures ma- 
chinery, much of which is used for 
the defense program. Where we 
may not be able to deliver some 
orders where the customer has no 
priority, we expect to increase oul! 
advertising efforts for 1952. 

A portion of our advertising will 
be aimed to help users of our ma- 
chines to get the most out of the 
A substantial 
portion, however, will be to inform 


equipment they have. 
prospective users of the possible 
savings in material and labor ob- 
tained by use of Yoder machinery 

We are increasing our field service 
force so that machinery now in use 
may stay in service and produce 
all possible. 

It is our opinion that there should 
be no let-up in advertising, market- 
ing and selling efforts during 1952 


Ralph K. Clifford 


resident 


® WE BELIEVE it is necessary to be 
mindful of the long pull rather than 
the immediate situation. This is 
particularly true of advertising and 
public relations activities. 

It is our policy to maintain a 
rather even keel in our advertising 
program, keeping plans sufficiently 
flexible so that we can switch from 
an institutional type of advertising 
to intense selling copy as the market 
indicates the need. 

We have always felt, even in a 
strong sellers’ market, it would be 
unwise to curtail sales and adver- 
tising too greatly. 


February 1952 / a1 





Agencies forecast: (2) 


68 agency principals see 


bigger budgets, 


More Money to Spend. . And more 
places to put it. Appropriations are up an 
average 11 to 13%. It's just a matter of 
degree with most some budgets in 
creasing only to allow for higher space 
rates and production costs. Yet other agen 
cies report introduction of new products. 
more research, broader markets, for which 
funds have been upped 25°, 50°% and 
even more. 

Br. ¢ 


BRETH, IN( 1952 appro- 


priations are up between 10 to 12°, 
from 1951 


increase will be spent for research 


Some of this over-all 


to develop new markets that can be 
fully exploited in the future. One 
change in copy approaches: two of 
our clients plan copy that will direct 
inquiries direct to the company, in- 
1951's 
urged that inquiries go to the dis- 
R. C. Breth, president 


stead of approach which 


tributors 
® CENTRAL ART STUDIOS Our small 
specialized agency, dealing mostly 
with medium or small industrial ac- 
counts, expects a promising 1952 
Our approximate figures show an 
increase of 40° attributed to new 
product introduction, simplifications 
and adaptations of present products 
to meet shortages plus a realization 
that institutional ads can and will 
eventually pay off R. F. Fried- 
mann, general manage! 

® CONSTRUCTION ADVERTISING SERV- 
ice... An average of proposed budg- 
ets for 32 active accounts will show 
an increase of about 12 For many 
clients, this represents space and 
production cost increases in publi 
cations we deem essential. The trend 
in the larger accounts seems to be a 
reduction of space in national pub- 
lications and an increase in regional 
papers where distributors partici- 


pate. More will go to market re- 


} 


search, and in development of sales 


42 /in justrial Market 


stronger copy in 


aids for distributor salesmen 


Emery E. Dobbins, president 


® DAVID E. FISHER ADVERTISING AGEN- 
CY Our appropriations will be 
about the same, except for those 
clients where metal is vital, in which 
case appropriations will be down all 
the way from 25 to 100° We see 
no extra dollars for market re- 
search. No basic changes in copy, 
since we follow what we consider 
the best practices in copywriting as 
espoused by Woolf, Young and Col- 
lier David E. Fisher 

® FOLTZ-WESSINGER We believe 
our general outlook is slightly up. 
probably about 10°;. Only a small 
percentage is for market research 
Specific appropriations for research 
several 


may be made later for 


clients. No basic copy changes, but 
probably more emphasis on educa- 
tional data . . sales manuals, folders, 
booklets L. F. Wessinger, presi- 


dent 


® ABNER J. GELULA & ASSOCIATES 

With a single exception, appropria- 
tions represent a marked increase 
over 1951, reflecting an intensifica- 
tion of selling effort. The desire to 
get a greater share of the market 
Abner J 


predominates Gelula. 


president 
® TORKEL GUNDEL ADVERTISING 
Appropriations will be slightly less 
for our industrial clients . . slightly 
higher for our publisher clients. No 
research planned at this time. No 
basic changes in copy approaches 

Most of our clients used more di- 
rect mail in 1951 and will use about 
the same volume in 1952. So far, 
material shortages haven't affected 
our clients 

To curb rising production costs, 


we are recommending to our clients 


that they repeat advertisements. In 
this way, they will have more 
money with which to buy space . . or 
maintain present schedules at high- 
On direct mail, we often 
recommend printing double quan- 
. making two mailings of the 
same piece at different intervals, in- 


er rates 
tities . 


stead of going to the expense of 
.. Torkel Gun- 


two separate pieces 


del. 


® JEPSON-MURRAY 
Almost 
clients anticipate 


ADVERTISING 
without exception, our 
increasing sales 
resistance and are substantially in- 
creasing appropriations. Despite the 
threat of shortages, increases aver- 
age about 25°. Most of these in- 
creases are due to several clients 
bringing out new products that have 
been kept under wraps for some 
time. Some money is to discover 
new markets a substantial por- 
tion for promoting sales in second- 
ary markets Because of rising 
rates, media lists are receiving close 
scrutiny . . Kim Jepson, partner. 

® JONES & TAYLOR & ASSOCIATES 

Our clients’ attitude is “We don’t 
know any more about what's ahead 
than we did a year ago, but of this 
we are sure: advertising has a job 
to do, so we may as well get on with 
it!” This attitude is manifested by 
faster approval of schedules and an 
increase in many appropriations 

Ralph E. Jones, partner. 
® KAMMANN-MAHAN .. The average 
dollar increase is around 50° among 
our clients and includes all but one 
Very little of the in- 
creased appropriations will go for 


company. 


marketing research, particularly as 
replacement for military business. 
Our clients conduct market studies 
on a long-haul basis, more or less 


continuously. Far greater emphasis 





Ad managers forecast: (2) 


Whether sales are up or down 


ad budgets rise in 1952 


® INDUSTRIAL ADVERTISING managers 
and their top managements were al- 
most unanimous in setting higher 
advertising budgets in 1952, regard- 
less of increases or decreases in 


sales. Their forecasts: 


Globe-Union 

® OUR ADVERTISING APPROPRIATION 

for 1952 will be increased by ap- 

proximately 20%. A large part of 

the increase will be used to meet 
space and mechanical 

ANGUS B. MORSE, director 


increasing 
costs 
of advertising. 


Gisholt Machine Co. 

® OUR MACHINE TOOL SALES will still 
be based on the various jobs that 
our machine tools can _ perform. 
Our basic copy approach has been 
to show these jobs and no change 
is anticipated for the next year 

M. B. HANKS, advertising manager. 


North American Philips Co. 

® WE WILL INTENSIFY direct mail 
and sales promotion programs in- 
stead of making any sizable increase 
in advertising space commitments . . 
HARRY E. FRY, advertising-publicity 
manager 


Steel Co. of Canada, Ltd. 

@ WE ARE UPPING our appropriations 
about 10% to take care of higher 
space costs and preparation costs . . 
W. A. BATES, advertising manager. 


Food Machinery & Chemical Corp. 

John Bean Western Division 

® WE ANTICIPATE that our regular 
line of products . . such as sprayers 
and dusters, portable irrigation sys- 
tems, turbine pumps, packing house 
equipment and fire apparatus 
will continue at about the same 
level in 1952 as in 1951. Our total 


production will be substantially in- 
creased because of government ord- 
nance contracts . . D. C. DICKEY, ad- 


vertising manager. 


Webster Electric Co. 

® WE EXPECT SALES to hold approxi- 
mately at the same level! or possibly 
to drop just a trifle . 
than 10°%. Our advertising appro- 
priation for 1952 is increased by 
approximately 20% . . W. E. DENT, 
advertising manager. 


. but not more 


Libbey-Owens-Ford Glass Co. 

® our 1952 SALES are expected to 
decline about 20 and 25°% from 1951. 
The advertising appropriation for 
1952 will be increased nearly 25%. 
The increase is due to new cam- 
paigns, increases in space for exist- 
ing programs, and rate jumps. 
FRANKLYN R. HAWKINS, advertising 
manager. 


Surface Combustion Corp. 

® MATERIAL SHORTAGES as yet do 
not indicate the necessity for any 
changes in our advertising program 
for the next year. We do not plan 
to increase our advertising appro- 
priation. 

Our present thinking points to a 
stronger sales promotion and direct 
mail effort for the next fiscal year 

ROBERT B. HITCHCOCK, advertising 
manager, aircraft-automotive divi- 
sion. 


Fairchild Camera & Instrument Corp. 

® WE ARE LOOKING FORWARD to an 
increase in our 1952 sales of about 
35 to 40% over-all. 

Material shortages are not ex- 
pected to affect our production of 
commercial items and, therefore, no 
changes are contemplated in our 
advertising program. 

Our advertising budget for 1952 


will be the same as in 1951 ..M. K 
YULKE, advertising manager. 


New Britain Machine Co. 

New Britain-Gridley Machine Division 

®@ WE HAVE INCREASED our advertis- 
ing appropriation for 1952 by about 
5%. This extra 5°; will go for parts 
lists and instruction books . . JOSEPH 
T. VINBURY, advertising manager 


E. F. Houghton & Co. 

® WE EXPECT 1952 sales to go up 
approximately 15°%. Our advertis- 
ing appropriation will probably be 
increased about 10°%. The increase 
is due largely to take care of in- 
creased costs . . D. C. MINER, adver- 
tising manager. 


Sangamo Electric Co. 
@® WE EXPECT OUR 1952 sales to go 
up by about 25°. 

We will increase our advertising 
appropriation on two products for 
1952... on one by 25°7, the other by 
10% J. H. WILLIAMS, advertising 


manager 


Traylor Engineering & Mig. Co. 
® OUR ADVERTISING appropriation 
for 1952 is up by a very small 
percentage. This increase is being 
used to purchase more space in two 
magazines which we have used in 
the past . . H. S. REICHENBACH, ad- 


vertising manager 


Producto Machine Co. 

® WE PROPOSE to increase our di- 
rect mail advertising considerably 
in 1952, and also make use of a few 
books, 
matches, etc. . . D. R. PACKARD, ad- 


novelties memorandum 


vertising manager 


Thomas & Skinner Steel Products Co. 
® MORE THAN EVER, we will use di- 
rect mail in 1952. Our total appro- 


xe 6 


February 1982 /4a 





Editors forecast: (2) 


Chemicals boom, power tight, 


materials handling good in 1952 


® CHEMICAL sales will rise 10 ol 
more, growth of chemical plant ca- 
pacity will be the most spectacular 
in history, materials handling sales 
should hit a record $1.5 billion and 
the colossal expansion program of 
the electric industry will be cur- 
tailed by shortages in 1952, business 
paper editors predict 

It will be an uneven year, with 
detense causing shortages in some 
lines, leaving plenty to sell in others 
Packaging shortages will ease, pa- 
per and board containers will be in 
adequate supply, ship-building will 
boom with twice as much tonnage 
in construction as a year ago. In- 


dividual forecasts 


Air Conditioning 
Heating, Plumbing 


Domestic Engineering 


There 


home 


® SUPPLIES, 
will be 
building 


ALLOCATIONS 
some reduction in 
(perhaps one-fourth, dol- 
lar-wise); schools, hospitals, and in- 
construction will 


dustrial stay at 


high volume; there will be some 


increase in home remodeling 
Allocations must and will be 


based partly upon essentiality of 


end products, and plumbing and 
heating are expected to rate pre- 
ferred treatment on this basis. Right 
now, there are some spot shortages 
of copper and brass, but the prin- 
cipal shortage is in customers. By 
will be more 


mid-year, copper 


acute, but increasing purchasing 
power will provide more customers 


At the end of the year, there will be 


still more customers; material short- 
ages will start to alleviate and pro- 
duction will be stepped up 

All this assumes, “no big war.” 


Fueloil & Oil Heat 


® OILHEATING 1952 can bring our 


industry plenty of equipment, and 
dealers will have a good year if they 
show courage in marketing. 

There should be about the same 
number of installations as last year, 
more than 700,000. Field stocks or 
oilheating equipment in tanks are 

problems: 
The indus- 


try has grown so fast since the end 


fairly high. Principal 


manpower and selling 


of the war that we have not trained 
sufficient manpower in needed skills 
for installation and service work. 
Last fall, many dealers held back on 
they couldn't get 


Steps are being 


selling because 
more jobs installed 
taken to expedite training for the 


industry as a whole 


Aviation 


Aviation Age 


This 
will be aviation’s biggest year since 
the peak years of World War II 
Plane deliveries should hit 900 by 
the end of the year, and the latest 
1,800-2,000 planes per 
Known 


backlogs of orders total more than 


@ MILITARY, COMMERCIAL 


goal is for 


month by the end of 1953 


$20 billion 
Principal airframe and 


makers have found 


subcontractors by this time, though 


engine 
most of their 


the sizeable role the auto industry 
will begin to play in aircraft and 
1952 
for companies 


engine means 
that a 


that can make things for airplanes 


production in 
new search 
us. Manpower is 
Today, 


one manufacturing employe in every 


may be upon 


short, especially engineers. 


eight is an engineer or trained tech- 
nician. In the last war, the ratio 
was about one in 20. 

Today’s market is also strongly 
The backlog of com- 
mercial transports runs to about 
500. Most will be added to present 
fleets, with little retirement of older 


commercial 


aircraft 


Ceramics 


Ceramic Industry 


issistant ¢ 


® PLENTY OF ORDERS . . Conditions in 
the ceramic industry are quite sat- 
isfactory and business is good. It 
might be said this industry, in order 
to meet present demands, must ex- 
pand 10° over-all, and in order to 
meet future demands will have to 
expand another 10-15%. 

Glass is being called upon to make 
many substitutes for scarce mate- 
rials. At present, glass manufactur- 
ing is holding its own in production 
v. orders. Porcelain enamel is ex- 
periencing a somewhat reduction in 
But, these last manufac- 
turers are experienced processors of 
all type of steel, and are being called 
upon to do much manufacturing in 
After war produc- 


business. 


the war effort. 
tion ceases, these plants will go to 
porcelain enameling. 

Whiteware has an 8 to 10 month 





1951 


MARINE ENGINEERING 
and SHIPPING REVIEW 


volume up 115 pages over 


1950 


as advertisers again pick it as 


most effective entree to 


fast-growing marine market 


Cree aeenys spectacular 

248 percent rise in 16 months plus the 
$1,480,297,000 naval appropriation for fis- 
cal 1952, has awakened advertisers to an 
expanding market for hundreds of indus- 


trial products. Far from leveling off, the 
marine market is expected to reach sub- 
stantially greater heights in 1952. 


Bringing your product to the attention of 
the big marine buying influences is a matter 
of selecting the most effective medium. 
That's Marine Engineering and Shipping 


Sept 1, 1950 


608 871 Dwt Tons 


Review, which leads every other magazine 
of its field in volume, in advertising growth, 
audited paid circulation, and editorial 
recognition and influence. 


Let us send you the facts you need to know 


about the profitable marine market. They 
are contained in our latest booklet, "1952 


Shipbuilding Market’. For your copy ad- 
dress: 

Warner Lumbard, Vice President, 
Marine Engineering and Shipping 
Review, 30 Church St., New York 7 


MARINE ENGINEERING 


and Shipping Review 
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do you know 
about these 


3 


they can help you make it 
easier for your prospects 
to buy your products 


You can order these catalog design, 
production, or distribution services 
separately, or in any combination, as 
your needs require. 


Sweet’s is in the business of helping industrial 
marketers put the right product information in 
the right forms so as to get it used the way they 
want it used by the different groups of buyers that 
comprise these five markets: 


plant engineering 
2 product engineering 
. a general building 


: 
i z industrial construction 
| light construction 


If the buyers of your products are in one or more 
of these markets, Sweet’s can give you expert as- 
sistance that can help you get the most out of 
your catalogs. You will get not only the benefits 
of our long experience in the development of new 


Sweet’s Catalog 


Designers, Producers and Distributors of 
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DIVISION OF F. W. DODGE CORPORATION 
119 WEST 40TH STREET, NEW YORK 18, NEW YORK 
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techniques of catalog design and organization— 
you will gain the advantage of our first-hand knowl- 
edge of the buying practices and information needs 
of buyers in each of these five markets. 

Sweet’s catalog specialists stand ready to help you 
design, produce or distribute your market -special- 
ized catalogs. Our services cover the entire range 
of catalog procedure —starting from the planning 
stageand ending with printed copies open under the 
eyes of your prospective buyers. You may order 
these services separately, or in any combination. 
Year after year Sweet’s handles more catalogs 
than any other organization—in 1951, over thirty- 
eight million copies. 

Whether your problem is one of catalog content 
and format, or of good printing at reasonable cost, 
or of catalog distribution to cover your market ef- 
fectively, or simply to get relief from a vast 
amount of time-consuming work—you will find 
the help you need in the Sweet’s organization. 
The Sweet’s District Manager in your territory 
will detail these services in terms of your partic- 
ular requirements. Call him in for a discussion of 
your catalog needs. 


New York 18—119 West 40th Street—LOngacre 3-0700 
Boston 16—31 St. James Avenue—HAncock 6-0700 
Buffalo 2—70 Niagara Street—CLeveland 8200 
Chicago 54—700 Merchandise Mart—-WHitehall 4-4400 
Cincinnati 2—American Building— GArfield 2800 
Cleveland 15—1422 Euclid Avenue—CHerry 1-7256 


Detroit 26—548 Free Press Building—WOodward 1-2745 


here is how Sweet's 


can work for you 
You may order these services sep- 
arately, or in any combination. 


catalog design —sweer's design de- 
partment is staffed by experienced consultants, 
technical copywriters, draftsmen and artists. 
Your individual requirements, whatever they 
may be, receive individual treatment by men 
specially trained for this work. 
plan—consultation and analysis of products 
and markets; determination of catalog’s objec- 
tive, scope, content and distribution. 

rough dummy—outline of content and format. 


finished dummy—complete content and for- 
mat specifications, ready for production. 


catalog production —secouse of 
the great number of manufacturers’ catalogs 
handled, Sweet's can offer the economies of 
quantity production with no sacrifice of quality. 
Sweet's will take complete charge of the exe- 
cution of orders for any or all of the following: 
drawings, photographs, engravings, type com- 
position, electrotypes, printing and binding. 


catalog distribution—sweer's 
services in the plant engineering market are 
available for either of two types of catalog 
distribution—individual or pre-filed—to selected 
organizations and individuals representing the 
bulk of buying power. 

individual distribution—by purchase of ac- 
curate lists compiled by Sweet's, or by using 
Sweet's mailing facilities. 


pre-filed distribution —by having catalogs 


Los Angeles 17—1709 West 8th Street—DUnkirk 3-1177 filed in bound, indexed collections (files) of 
facturers’ catalogs. This meth d has the 
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Philadelphia 7—1321 Arch Street—LOcust 7-4326 





Pittsburgh 19—411 Seventh Avenue—ATlantic 1-8200 sible at all times in prospective buyers’ offices. 


St. Louis 1—721 Olive Street—CHestnut 7388 


Service 


FREE. This booklet describes 
how Sweet’s services help 
manufacturers improve the 
effectiveness of their catalogs. 





Which ad 


attracted 


more readers? 





Classical vs. Modern 


® OF THESE TWO Aps for gages by 
Foxboro Co., Foxboro, Mass., and 
Marsh Instrument Co., Skokie, IIL, 
one ad attracted twice as many 
readers. The same ratio held among 
readers who read most of the copy 

Marsh's ad used a “classical” lay- 
out large picture, headline, copy, 
logo in black and white, while 
Foxboro used a modern layout with 
two-color bleed. Both types have 
been used successfully Foxboro 
was on page 242, Marsh on page 
271 Which of these ads attracted 


more readers? See page 144 
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When ts a “Chemist” 
a“Who’s Who’? 


A chemist achieves fame when, like Dr. Vol- 
wiler, he possesses leadership as well as tech- 
nical know-how. But a chemist is important to 





advertisers whenever he takes part in product 





selection and specification. 





Advertisers do want their firms and products 
known to top management men like Dr. Vol- 
wiler. But Dr. Volwiler was a Who’s Who on 
the buying and specifying team all the way up 
from “Chemist” to “President.” And in the 
chemical and process industries there are now 
many thousands of such chemists and engineers 
in key buying and specifying positions. 


That’s why it’s so important to sell all the chem- 
ists and engineers in all title classifications. 


DR. ERNEST H. VOLWILER 
President and General Manager 
Abbott Laboratories 
Research chemist . . . chief chemist . . ‘ 
direetor of research . . . member of the 
board of directors . . . vice president in 
charge of research and development 

. executive vice president . . . record 
the upward steps by which Dr. Volwiler 
reached his present corporate rank. In a 
pharmaceutical business, 90% of whose 
products did not exist in 1930, Dr. Vol- 
wiler has made many personal contribu- 
tions to modern medicine. 

Dr. Volwiler’s: record of public service is 
no less outstanding. Through his work 
for the midwestern sections and in the 
Medicinal Chemistry Division of ACS, 
Dr. Volwiler rose to the presidency of 
the American Chemical Society in 1950. 
The eminence Dr. Volwiler has attained 
and the many honors he has won since 
his early days os a research chemist, 
again demonstrate how often leadership 
in the chemical world has been built, by 
a man of character and intelligence, up- 
on a foundation of chemical knowledge. 





It takes the BIG 72,000 coverage of 
C&ENews (every Monday) to BLANKET the 
chemical world. 


| 
V 





Dr. Volwiler has been a member of the 
American Chemical Society since 1916 
and a regular reader of Chemical and 
Engineering News since its inception. 


CHEMICAL AND ENGINEERING 





Newsmagazine of the Chemical World Since 1923 


iit) 


An AMERICAN CHEMICAL SOCIETY Publication 


Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 


CHICAGO * CLEVELAND * SAN FRANCISCO * LOS ANGELES ¢ SEATTLE * DALLAS 
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January, 1952, ad volume 
up big 11.2% over 1951 


® AN IMPRESSIVE gain of 3,131 pages 
11.2, over January, 1951 . . was 
recorded by 264 business papers re- 
porting January, 1952 figures to 1N- 
DUSTRIAL MARKETING. Increases, by 
groups: 
gained 2,- 
16,619 


158 industrial papers . . 
670 pages, or 16.1% 
pages in January, 1951. 
7 product news papers, figured on 
one-ninth page 
or 272 units 


over 


a basis of units, 
gained 12.8%, 

55 trade publications . . up 1.2%, 
or 70 pages from last January’s 5,- 
838 pages 

26 class papers . . up 2.8%, or 62 
pages from 2,210 in January, 1951. 

18 export publications . . up 4.6% 
or 57 pages more than the 1,242 last 
January 


Industrial group 





The Heinn customers represented here are leaders because they 
win sales advantages with outstanding products, good mer- 
chandising practices and the best sales tools. Among the 
sales tools used by practically all leaders, in 

all industries, are Heinn Loose-Leaf Binders. This 

is a bit of knowledge that can add to 


your own profit. 





Look to Heinn for custom styling to meet your 
special needs and set your binders apart 
from all others. Add mechanical perfection, 
superb craftsmanship and unusual dura- 
bility . . . and you realize why Heinn offers 


the lowest operational cost per unit per year. 





Take a tip from the leaders and make Heinn 


your standard in loose-leaf binders. You'll 





be pleased with your binders . . . even 


more pleased with the sales results they bring! 


MAIL THIS COUPON TODAY 


322 W. Florida St., Milwaukee 4, Wis. 
p Information, please. (1 Sales and Instruction 


l 00 Catalog Covers () Price and Parts Books Manuals 
(0 Proposal Covers [) Acetate Envelopes Plastic Tab Indexes 
(1 Easel Presentations [) Salesmen’s Binders Sales-Pacs 
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pages 
Product news group 1952 1951 
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Machine & Tool 


ages 
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Pacific Builder & Engineer . 
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‘American Aviation’ Joins ABP. . 


isnington, has 


Howard P. Milleville 


ha eer 
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Export group 1952. 1951 
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“Our men gotta measure up!” 


Ordinary methods of recruiting have never been 3. VERIFICATION: He must be checked annually 
good enough for us. In selecting those who receive and verified by his company s top management as 
Petroleum Processing, it is a case of every man still active as a buying factor. 
meeting the most rigid qualifications ever imposed REQUEST READERSHIP: He must indicate on 
in the centrolled circulation field. periodic rechecks that he reads and wants to con- 
tinue to receive Petroleum Processing, otherwise he 
is dropped from the circulation list. 
1, RECOMMENDATION: He must be recommended — More than 11,000 key men of 
by his ¢ompany’s top management as an individual the industry receive Petroleum 
who exercises buying influence in that company. Processing each month, They 
2. QUALIFICATION: He must conform by job re- represent a made-to-measure 
sponsibility and function to the publisher's prede- audience for your advertising 
termined eligibility standards. 


Every mean has to meet these standards: 


messages. 


THE BEST-READ REFINERY PUBLICATION 
REACHING THE MOST REFINERY READERS 


A Platt Petroleum Publication 


Headquarters, 1213 W. Third St., Cleveland 13, Ohio .. . Offices in New York, Chicago, Philadelphia, Houston and Los Angeles 





sales promotion 


comment on catalogs 


exhibits / motion pictures 


ideas 


booklets / direct mail 


slide films / sales helps 
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Mystery man 
contest pushes 
sales executives 
before and after 


® THERE IS SOMETHING about “be- 
fore and after,” or should we say 
“youth and maturity,” pictures of 
leading executives among your cus- 
tomers that makes a natural for 
promotion purposes. 

McGraw-Hill’s Electrical World 
appears to have found the right 
formula in a “Mystery Man” con- 
test sponsored by the publication’s 
monthly promotion piece, “What in 
the Electrical World.” The promo- 
tion piece, a four-page newspaper 
mailed to the trade, features a pic- 
ture each month of a leading sales 
executive in the electrical industry. 
The picture is always one taken of 
the man in his youth. 

Readers are asked to guess his 
identity, and the first one to send in 
the correct answer wins a bottle of 
a certain brand of Scotch in a pinch 
bottle. In case of a tie, duplicate 
awards are made. 

Electrical World each month re- 
ceives scores of telegrams, special 
delivery letters and telephone calls 
from executives who think they 
recognize a crony or a colleague in 
the field. The list of participants is 
heavy with sales executives and top 
executives. 

The picture of the “mystery man” 
in his youth is published on the 
front page each month above a 
headline, “who's this?” and a brief 
caption explaining the contest. On 
an inside page a picture of the pre- 























You know how radar works—a searching beam is sent out and, when it finds 
the target, #t bounces back. 

That same kind of two-way job is necessary in finding today’s customers in today’s 

65,500 constantly shifting industrial markets. 
COPIES And that’s the way your advertising in New Equipment Digest works. Your 
(total product story is broadcast to over 200,000 readers in 42,000 important industrial 
distribution) plants. But more important than that, it bounces back in the form of definite 
responses from those who are interested in your products and able to buy them now. 





200,000 Every month more and more alert advertisers are putting N.E.D.’s radar to work 
READERS for them. New Equipment Digest’s proven ability to produce reader response 
ferrets out today’s customers and identifies them. 


in 42,024 
PLANTS 


A PENTON PUBLICATION 


1213 West Third Street 
Cleveland 13, Ohio 


Po 
se inquiry SHPO 


ses F | 
cnasa tic. REVERSING FUME sine 


February 1952 /88 





vious month's mystery man as he 
looks today is published along with 
the early picture and a list of the 
right and wrong guessers, headed 
by the contest winner 

The publication has reported very 
lttle trouble in enlisting mystery 
men to dig up pictures out of the 


past 


Mailings go to distributor 
at his convention hotel 


® A NEW way to entice people to 
open your promotion mailings has 
been tried by Athey Products Corp., 
Chicago manufacturer of force-feed 
loaders. 

The company, prior to four re- 
gional distributor meetings, 
mailed a promotion piece aimed at 
the distributors to the hotels at 
which they would be staying. En- 
velopes were marked “Hold for Ar- 
rival.” This gave them an added 
aura of importance when the dis- 


sales 
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tributor arrived and was handed 
mail 

To insure “saturation” coverage, 
the piece later (1) was mailed to 
every distributor and dealer and 
(2) was distributed personally by 
district representatives to every dis- 
tributor employe they encountered 
for two weeks 

The mail piece was a die cut of a 
pretty girl almost but not quite con- 
cealed in a heavy paper folder in- 
cluding a_ business reply card. 
Teaser head was “You may have 
missed Miss Athey but. Inside 
head asked “Why miss Athey profits 
now?” above a brief sales message. 
Included was complete die cut of 
Miss Athey, professional model fea- 
tured in Athey business paper ad- 
vertising, catalogs and in person at 


company meetings. 


Car window decal promotes 
company, recruits labor 


Automobile decal window em- 
blems are doing a three-way pro- 
motion job for American Machine 
& Foundry Co., Buffalo, N. Y. 

They identify the car of each em- 
ploye wishing to use the company 
parking lot. 

They 


wherever employes drive their cars. 


promote the company 

They recruit labor for a company 
that is 50 years old but has been 
in Buffalo only five years. 

The 214x2'%” emblem carries the 
AMF trade-mark with the headline, 
“I work at American Machine & 
Foundry Co.” Palm, Fechteler & 
Co., New York, made the decal. 


Promotion lands business men 
in newsboys’ clothing 


More than 10,000 business execu- 
tives may be wearing newsboy 
aprons in spare moments around the 
house in the months ahead. The 
aprons were gifts of the Wall Street 
Journal, which sent them as a pro- 
motion stunt that succeeded beyond 
expectations. 

The aprons were designed to come 
in handy for making barbecue 
steaks over the outdoor grill, wash- 
ing the dog and doing a variety of 
other chores that busy executives 


encounter when they return to 
home, wife and children. 
Emblazoned in brilliant orange 
circled in white is the name of the 
newspaper, contrasting with the re- 
mainder of the apron .. a dark 
brown, standard-weight army duck. 
The Journal ordered 


1,200 aprons, sent them to choice 


originally 


customers and were ready to forget 
about it just another goodwill 
project over the dam. 
thank-you letters changed the pic- 
ture A 
“They're perfect for skeet shooting.” 
An advertising manager: “Just what 
I need for carpentering.” A board 
chairman complained that “my wife 


But scores of 


vice-president wrote: 


took mine.” 
The promotion 
dered 8,200 more aprons. 


department or- 





sompany 

tomers by letting 
window. Vise 
then opens 
Some 15 


D in textiles 


Publishes U. S. Constitution 
as Christmas gift to customers 


Mixing promotion with education 
{or re-education) in democracy, 
Mid-Continent Supply Co., Fort 
Worth, Tex., sent copies of the Con- 
stitution and Declaration of Inde- 


ntinued n page Ol 





CONSTRUCTION BULLETIN 


Serving the West 
North Central area 
with circulation in 
Minnesota, North 
Dakota, South Da- 
kota and North- 
ern lowa—total 


5,990. 
Page rate— 
on 3 $85 


er man eS a ee a Dm ne Hm 


CONSTRUCTION NEWS 
MONTHLY 


Serving the states 
of Arkansas, East- 
ern Missouri, Lou- 
isiana, Oklahoma, 
Mississippi and 
Western Tennes- 
see—total 6,818 
Page rate — 
$115.00* 


Construction 
Ahews Invat ny 


63,000 


market 


lications. 
most thorough ¢ 


tainin 
news 


stories, distribu 


est to 


12 construction Pp 
others in a nation 


CONSTRUCTION DIGEST 


Serving the East 
North Central area 
with circulation in 
Ohio, Indiana and 
Illinois — total 
8,899. 


Page rate— 
$170.00* 


CTOR 


Serving the states 
of Alabama, Flor- 
ida, Georgia, N 
Carolina, S$. Caro- 
lina, Eastern Ten- 
nessee, Virginia 
and W. Virginia 
— total 5,826 

Page rate — 


$94.50* 


DIXIE 


CONTRA 


om 





MID-WEST CONTRACTOR 


Serving the states 
of Kansas, lowa, 
Western Missouri, 
Oklahoma and 
Nebraska — total 
6,118. 


Page rate — 
$110.00* 
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MISSISSIPPI VALLEY 
CONTRACTOR 


Serving the states 
of Southern Iili- 
nois, Kentucky, 
Eastern Missouri, 
West Tennessee, 
North Mississippi 
and Arkansas — 
total 5,371. 
Page rate — 
15.00* 
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SOUTHWEST BUILDER AND 
sq CONTRACTOR 
C 


C TOURNAPULL 


ives yousyeer-round 
i fi ve 


Serving the area 
of Southern Cali- 
fornia —total cir- 
culation 5,402. 


TEXAS CONTRACTOR 


Serving the entire 
state of Texas — 
total circulation 
2,781. 





Page rate — 


$100.00* 


Page rate — 
$71.00* 


men in all ph 


ases of the construction 
ional construction pu 
es which give ts 
f the construction 
each serving & 
th mini- 
h main- 


read ACP reyion 
The 12 magazin 
overage © 
below, : 

he country Ww! 

eac 


abou 


ruction men. 
ublications 
wide survey. 


local const 


Serving the Mid- 
dle Atlantic states 
area with circula- 
tion in New York, 
Penna., New Jer- 
sey, Delaware and 
Maryland — total 
10,636. 


Page rate — 
$170.00° 


CONSTRUCTION 
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Se 


MICHIGAN CONTRACTOR 
AND BUILDER 


Serving the entire 
state of Michigan 
—total circulation 
3,161. 


Page rate — 


RP, Mc ches $60.00° 


pctinhiaeinasenttenenceiepenmmmeeresmneennet 


NEW ENGLAND 
CONSTRUCTION 


Serving the New 
England states of 
Maine, N. Hamp- 
shire, Vermont, 
Mass., Rhode Is- 
land and Conn.— 
total 4,726. 


Page rate — 
$110.00* 


CONSTRUCTION 


a 


WESTERN BUILDER 
PA FSTERW BUILDER | Serving the states 
of Wisconsin, 
fon -& Northern Illinois, 
Upper Michigan 
% | and Eastern lowa 
ry —total 3,121. 
4. 
SeyrtoeUeame 


Page rate— 
$61.00* 





WRITE FOR READER SURVEY BOOK 


vertising to the construction mar- 
ket. Gives complete tabulation of survey of 58,560 ACP 
readers — mest complete survey of its kind ever = 
ducted. Write to G, L. Anderson, Secretary, 1022 Lume 
ber Exchange Bldg. Minneapolis, Minn. 

*Rates based en one page, one color, 


Must reading for all ad 


C 


12 or 13-time. 




















NO. 1 TELEPHONE COMMUNICATIONS SYSTEM .. . 
This maze of cables is just part of the Bell 
System's vast telephone network through 
which pass in one day an average of over 
139,000,000 local and long distance conversa- 
tions over more than 162,000,000 miles of 
wire. 











there’s only one No. 1 


in metalworking 


The IRON AGE, year after year, carries 
more advertising messages 


than any other metalworking magazine. 


Unquestionable proof of a medium’s viril- ... make The IRON AGE your No. 1 metal- 
ity, its dominance and its prestige can working medium. 


be ascertained from the number of adver- 





tising pages it carries. Hundreds of ad- 


vertising buyers, after studying all pub- ee 


...1N WEEKLY CIRCULATION 
.. IN READERSHIP SURVEYS 


whelming evidence of reader preference 1... 1N MARKET COVERAGE 
. IN ADVERTISING VOLUME 


lications carefully—after looking at over- 


studies and circulation dominance... 
No. I in Metolworking... 


have placed more pages of advertising, Americo s No. | Market 


year after year, in The IRON AGE than in de tron Age 


any other metalworking medium. Make 
A CHILTON PUBLICATION, 100 E. 42nd ST., N. Y. 17, N.Y. 


your advertising investment worthwhile @ tba ——— — 
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Sales promotion ideas 





pendence to several thousand cus- 
tomers and friends as a Christmas 
present 

Unable to find a publisher with 
enough copies of the documents to 
fill the order, Mid-Continent pub- 
lished its own in booklet form 

The idea was created by President 
Ken W. Davis in midsummer . . best 
time to get Christmas promotion 
ideas as he strolled in the hot 
sun from the company’s export of- 
fices toward Wall Street. Passing 
New York's Trinity Church and its 


historic cemetery, he paused to read 
the stone on the grave of Alexander 
Hamilton, co-author of the Consti- 
tution. In a thoughtful mood, he 
decided on the spot to send the 
Christmas gift to fill what he termed 
“the great need in our times for a 
better understanding of the docu- 
ment which makes our liberty and 
happiness possible.” 
The booklet has a 


four-color cover with the title and 


hard-paper, 


a picture of the Liberty bell and a 
Marine honor guard above the com- 
pany’s name in small type. Intro- 


duction is a quote from Lincoln 


urging that the Constitution become 
the “political religion of the nation.” 


Ad managers forecast 





priation for space is somewhat larg- 
er, but the important thing is that 
we plan a direct mail campaign 


R. D, OCONNELL, sales manager 


Wheelco Instruments Co. 
® we expect 1952 sales to remain 
about the same. Our appropriation 
is up 7° 

New activities will include a slide 
series and educational aids for field 
training courses and customer group 
meetings .. HANS W. BLUETHE, adver- 


tising manage 


Amalgamated Electric Corp., Ltd. 

® WE EXPECT TO increase our ad- 
vertising appropriation to approxi- 
mately 25°, above 1951 N. E 


GERRY, advertising manage1 


Mercury Mig. Co. 

® WE ARE TAKING on more space in 
the mass weekly field in which we 
will sell methods, while our busi- 
ness papers will carry copy devoted 
more closely to the competitive as- 
pects of our equipment. . P. K. MCc- 
CULLOUGH, vice-president. manufac- 


turing 


J. F. Pritchard & Co. 
® ouR INCREASE, if any, will go 


cover increased space 


largely to 


rates and mechanical production 
costs, and to expand our coverage 
in our present markets JAMES N 


SEATON, advertising manage 
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Island Creek Coal Sales Co. 


® OUR ADVERTISING appropriation 
may be increased by about 30% 
The increase may be used to re- 
place present export business which 
may one day be withdrawn from 
ZUPA, 


the economy D. A mer- 


chandising manager 


Mexico Refractories Co. 

® IN 1952 we will expand our di- 
rect mail program and use of gift 
advertising items on distributor- 
basis. We do not 


space . SAM 


share-the-cost 
use business paper 


GROFF, adv ertising manager 


Rapids-Standard Co. 
® THE USE OF CASE history movies 
complete 


by salesmen in making 


system presentations to prospects 


will be increased. More direct mail 
will be used through salesmen 
CLAUDE V. MECONIS, advertising 


manage! 


Union Metal Mfg. Co. 

® WE HOPE TO INCREASE our sales by 

10° or more in 1952. More direct 

mail advertising will be used for our 

three principal peacetime products 
W. A. PORTERFIELD, vice-president 


in charge of sales promotion 


De Walt, Inc. 

® MATERIAL SHORTAGES are dictating 
changes in our advertising program, 
and the addition of new products is 
necessitating changes in our copy 
approach W. ROSS STEVENS, adver- 
tising and sales promotion manager 


Tecumseh Products Co. 

® OUR ADVERTISING appropriation is 
up by about 10° on all items. The 
increase will be on service and the 
jobber end of the line, plus catalogs 
and literature A. S. RUSSELL, ad- 
vertising manager. 


Sherer-Gillett Co. 


® MATERIAL SHORTAGES have, in 
some measure, dictated changes in 
program because 
these limited the 
construction of new food markets 


to which the major part of our 


our advertising 


shortages have 


equipment normally goes . . J. H. 


WILSON, sales promotion manager. 


Baker Mig. Co. 

® ANY INCREASE in our 1952 appro- 
priation will be used primarily to 
sell new products, rather than for 
any marketing research . B. M 
CONSTANT, advertising department 
Multi-Metal Wire Cloth Co. 

® WE WILL STRESS our direct mail 
program in 1952 M. N. ROTH, ad- 


vertising manager 


Justrite Mfg. Co. 
® WE EXPECT our 1952 sales to in- 
We'll 


use less media space advertising 


crease between 10 and 15%. 


more direct mail and point of sale 
displays . . H. J. DAHL, assistant ad- 


vertising manager 


AMI, Incorporated 

® sINCE cost of preparation of our 

ads is sizable in comparison to 

space costs, it is not unlikely that 
periodically. 

“pull in our 


we shall repeat ads 
We shall probably 
horns” to some extent on mail pro- 
motion material prepared for our 
distributors WILLIAM E. FITZ 
GERALD, advertising and sales pro- 


motion manager 





Harry J. Lemmer . . 


ing manager! n 





EDIA DATA (NIAA FORM) 


DM 
DERN RAILROADS—ARKE AN 





ies bad MODERN 
RAILROADS’ 


GREATER SALES POWER 
MORE EVIDENT THAN EVER 


in NIAA outline form! 


Sales Power, of course, is an 
intangible but... Modern Rail- 
roads has prepared a presentation 
based on the outline recommended 
by the National Industrial 
Advertisers Association... here are 
tangible facts—conclusive demon- 
stration of Modern Railroads 
tremendous Sales Power. 
Send for your copy today pao ohm prracionssstin. met kes aug 
.. It's POWERFUL—use it, and know! 


ODERN ©’ 


201 North Wells Street CHICAGO 6, ILLINOIS 


NEW YORK 17—441 Lexington. Avenue CLEVELAND 15—1154 Hanna Bidg. 
PASADENA 1—423 First Trust Bidg. ATLANTA 3-~5 IVY BLDG., N.E. DALLAS 1—1025 National City Bidg. 





CHEMICAL PROCESSING 
gives more hand-picked 
undiluted circulation 
in chemical processing plants 


than anv other magazine 


Meet 

Mr. V. F. HOBART 
Works Manages 
Jayhawk Works 


Spencer Chemical Company 


Pittsburg, Kansas 


a4 
a through CHEMICAL PROCESSING noting anything 
ot general interest or that applies specifically to our processes 


or Maintenance. 
“CHEMICAL PROCESSING is most helpful... a fine publi- 


cation throughout.”’ 


V. F. HOBART 

Works Manager 

Jayhawk Works 

Spencer Chemical Company 
Pittsburg, Kansas 


Published by PUTMAN PUBLISHING CO. 
111 East Delaware Place, Chicago 11 


Creators of PUTMAN-STYLE Magazines 

Read by the key men who . . «terse, vital editorial; “hand-picked” cir- 
—_ . en me ‘. s culation; square, high-visibility format; quolity 
direct chemical processing operations readership; hence more READER ACTION 





FOOD PROCESSING 
gives more hand-picked, 
undiluted circulation 
in food plants 
than any other magazine 


-Meet 
Mr. ].O. VAN WINKLE 


Director of Testing Laboratory 
Research Division 

Canada Dry Ginger Ale, Inc. 
New York City 


<4 

Foo PROCESSING saves me a lot of letter-writing. 
‘Besides checking the convenient Readers’ Service Slip, we file 
articles for reference. Articles filed, being investigated, sub- 
mitted for consideration, or in actual use, include a quick new 
method of manufacturing vanilla extract, a preservative for 
wooden cases, and an electric powder filler.’ 


Mbeastishe 


O. VAN WINKLE 
at of Testing Laboratory 
Research Division 
Canada Dry Ginger Ale, Inc. 


Published by PUTMAN PUBLISHING CO. 
111 East Delaware Place, Chicago 11 


Creators of PUTMAN-STYLE Magazines 
« terse, vital editorial; “hand-picked” cir- 


culation; , hi isibility f ; lity 
Moderdigt hence mere READER ACTION Published in Chicago FOOD CAPITAL OF THE WORLD 


Read by the key men who 
direct food processing operations 
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Take (f Sal S Tip from the Sé Me H of De CLSION Se 


In these davs of basic conmmodity short 
ives, the salesman who is informed on the 
overall supply picture in his industry, in 
iddition to his own company’s situation, 
is of great help to the industrial buyer. The 
ud of the well-informed salesman in the 
inticipation of prospective shortages and 
n the development of alternates or sub 
stitutes is necessary to keep production 
moving on schedule,” says FE. A. Stevens, 
Director of Purchases, Phe B. F. Goodrich 


Company, Akron, Ohio, 


I like to think of a salesman as a friend 
who calls to convey information valuable 
to our Company. To this end he keeps 
us posted on new products and new uses 
for old; the status of current orders, and 
what we can expect in present ind furure 
performance. He is interested in our par 
ticular needs and unhesitatingly tackles 
inv problem presented to him,” says ML. 4 

LeFevre, Director of Purchases, the Dow 
Chemical Company, Midland, Michigan. 


. 


We appreciate the salesman who not only 
tells us about his product but ilso keeps 
us abreast of prospectiy 4 applications ot 
his products to our operations. If he shows 
sincere effort to develop us as a customer 
ind not just seek an order, he has per- 
formed his duty, Furthermore, he should 
it all times know the status of orders al 
ready placed with his company,” says 
Lee Wagner, Purchasing Agent, French & 
Hecht Division, Kelsey-Hayes Wheel 
Company, Davenport, lowa. 


“This order goes to...” 
38,500 readers of PURCHASING complete this phrase daily 


Industry spends approximately 50! 


of its sales dollar for purchased ma- 


terials, equipment and services. Purchasing decisions can make or break a 


company’s profit position No wonder management insists that such a huge 


responsibility be placed in the hands of a specialized buying department 


The P.A.s of industry are the men who decide where the order goes. 


That's why it’s sound advertising, just as it’s sound selling, to make sure 


the basic mani buyin the PLA 


Ss 


and services 


is kept fully informed on your products 


\ sure way to do it? Reach the P.A. directly through the publication he 


PURCHASING 


on any mdustrial advertising s 


SN 


reads reevularly 


hedul 


a basic magazin 


PURCHASING, 205 East 42nd Street, New York 


17, N.Y 


Atlanta, Los Angeles. 


Offices in Chic wo, Cleveland, Dallas, 


When you think of 
selling...think of 
PURCHASING 


@ on 





COpy chasers 
\V 


anim feature 


OK 


as inserted 





Admen: You’ve much to learn from editors 


® DO INDUSTRIAL advertisers have 
an inferiority complex? Are they 
too self-conscious when trying to 
sell their product in print? 

We were having lunch one day 
with a man who has been around 
the publishing business a long time, 
and worked in all phases of it . . and 
he says most industrial advertisers 
do have an inferiority complex. And 
we go along with him. 

He believes the business paper 
reader makes no distinction between 
a page of editorial and a page of ad- 
vertising. If he’s interested, and it’s 
interesting, he reads it. And we go 
along with that, too. 

The editor knows the range of his 
readers’ interests so his job becomes 
one of serving those interests as best 
he can. But the average advertiser, 
because he so often has this step- 
child complex, feels he has to fight 
for attention and resort to tricks to 
hold interest. 

You know that’s right. What else 
would account for some of the 
screwball layouts and double-talk 
you see in the advertising pages? 

Right between the covers of the 
same business book what do you 
find? On page 71, the editors are 
laying it right on the line: 

COAL: Production Low, 
Washington concerned over poor mine 


European 


output record .. . First quarter deficit esti 
mated at 8.8 million tons . . . Eight pct 
improvement over last period ‘51 .. . Win- 


ter will be crucial. 


Look what the reader has 
Now 


Golly! 
learned in just that much! 
let’s try an advertiser: 


Craftsman on the job, and “‘on the ball” 
. You can take a thoroughly capable 
man, put him on a good machine, and still 


come up with so-so results. But, if he’s 
on the ball while he’s on the job... if 
he takes pride in how fine a job he can 
do, etc. etc. 


What’s that? You say we’re play- 
ing with loaded dice? Sure, but 
how else can we make our point and 
be helpful? Sure, now and again, 
you'll find an advertiser like Ray- 
bestos-Manhattan, for instance who 
certainly meets the reader as an 
equal. . 


“Rubber Rivets” 
Exclusive in Manhattan Endless Belts 
Eliminate Splice Failures 

You get much longer life out of Manhat- 
tan's Endless Flat Belts because of our ex 
clusive use of ‘Rubber Rivets’ in splicing 
the cover. In ordinary endless belts the 
stress of flexing over small pulleys con 
centrates where the cover is spliced. Fail 


ures of these belts start at this point of 





"ROBBER RIVETS” 


Exclusive in Manh 











RAYBESTOS- MANHATTAN, IM 











Raybestos-Manhattan . . meets the reader 


jreatest weakness. With Manhattan beits 
the stress is dissipated over a wide area. 
The difference is illustrated above. Dur 
Rubber Rivets’’ are in 


ermined points through the 


ing manufact 
serted at pred 
cover. Vulcanizing then makes these 
; an integral part of the belt. . 

We think the greatest advertising 
lesson is taught by the used equip- 
ment advertiser. He knows there is 
a market. He knows there are peo- 
ple in that market every day seek- 
ing all kinds of equipment and ma- 
terials. So he buys himself a column 
inch and says: 


SHAPE STRAIGHTENER 
No. 3 Sutton 
Tubes, Solids, Hexagons 


Angles, Flats 


Then he puts his name and ad- 
dress at the bottom, and before many 
days have gone by he has sold his 
straightener and has bounced back 
with a lathe or press to sell. 

Incidentally, all this adds up to 
one of the most logical reasons fa- 
voring the great big fat business 
paper. How often an advertiser has 
told a space salesman, “I won’t use 
your magazine because it’s too fat. 
Nobody will see my ad.” We've 
never heard one good editor fret 
over that possibility for his own 
pages. Or a used equipment adver- 
tiser. 

Business goes where business is. 
Gimbels likes it down there right 
close to Macy’s. And so does Mr. 
Macy. And all they do is put mer- 
chandise in their windows . . with- 
out a lot of hoopla . . and the heavy 
traffic slows down, stops, looks and 
comes in to buy. All right . . the 
editors have created your traffic . . 
the advertising pages are your show 
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There is no substitute for successful 


Inspiration, yes. New approaches, yes. But in 
advertising important products for home, farm and Mesenite nies 
factory, there is one quality more basic than either hardboards, chemicals and other products 
of these. Itis experience—complete, thorough, pene- In Advertising 

trating knowledge of your markets, your kind of 

customers, your special distribution and sales prob- compbonenl lid 

lems. It is such experience—29 years of it—which 

has made The Buchen Company the choice of so for instance 

many substantial advertisers in so many varied 
fields, It is this same experience which places at their 
service a constantly growing fund of vital informa- 
tion. We believe you will find that experience un- 
matched in any other advertising agency of our kind. 


Here are a few of The Buchen Company 
clients whose products are 
component parts of other products—and typical 
advertisements which The Buchen Company 
prepared for them. 





Foote Bros. Gear and Machine Corp. Gardner-Denver Company The H. M. Harper Company 
gears and enclosed gear drives air compressors, pumps and other products screws, nuts, bolts and other fastenings 


yetinsaag Your locomotive buidder 


it toes were like these = BAROWER DENVER i 





Wood Conversion Company Victor Manufacturing & Gasket Co. 
Tuffiex, industrial fiber and other products gaskets and oil seals 


gee fh 


TUrTLeR 





ll nent eee 
Paitin Ry st ee 
( rseren 


Gates pets Ch Sain 
venctee Seener™® SRSA 





experience 


Crane Co. 
valves, fittings and pipe 
Heating Sefety 
Protects 


Your 
Investment 


Illinois Testing Laboratories, Inc. 
precision instruments 


Universal Motor Company 
marine motors and lighting plants 


Specialists 


TENSION 
' LINKAGE 


wuar's THaT? 


Chain Belt Company 
chains, attachments, sprockets and other equipment 


New! indastsy s Most Compa: | 
Motor 


sen Reduced Spentet j Ufuiblo. PoTEMTIALS 


wt CLOMID Fine aaa 


“pie CASTINGS 
MADISON-KIPP CORPORATION 
a 
wm, 


Fairbanks, Morse & Co. Madison-Kipp Corporation 
electric motors, diesel engines, pumps and scales die castings, air tools and oilers 


Et ft 


= a =p oe cor 
WAR WUE 


Hannifin Corporation Pressed Steel Tank Company 





P tic cylinders, presses and valves shapes, shells and other products 


for home, farm and industry 


in durable goods and services BUCHEN COMPANY 


4 
tdOPLY 


DAILY NEWS BUILDING, CHICAGO 

















windows . . and as our old boss used 
to say, the readers are interested in 


becoming interested 


Nuts & Bolts Advertising . . Fol- 
lowing our long noses, the next 
thing to talk about then is straight 
product copy .. what the product is, 
what it can do, where it can be had, 
who uses it, and the like. Basic 
bread and butter, nuts and bolts 
kind of copy. Let's find some. . 

Here's one we love . . Bethlehem 
Steel. Maybe you won't agree. Hand 
holding a long bolt and nut . . finger 
of other hand pointing to it. Copy, 
“Straight, sturdy shanks.” For some 
reason, the stark simplicity of this 
ad appeals to us strongly especially 
when we think of all the meaning- 
less nonsense that’s been written 
about nuts and bolts 

Maybe you won't agree with this 


one either. For months now, even 


years, we've been conscious of a lot 


of quarter page ads, done in the 
form of a metal plaque, carrying the 
signature of the Wheland Co. About 
all they ever say, like this one we're 
looking at now, is 


We used to think these were lousy 
ads. Now we figure they must be 


ndustrial Marketing 





Did you get 
a Zippo for 
hristmas? 


W you are one od the many bushy man cho recewed Zippo 
IE Lighrers thoy ( hristmve: road thoor tacts about your gift: 


as good as a good billboard on a 
frequently travelled highway. Need 
a good foundry? Try Wheland. 
Here’s a little lesson out of the 
pages of a business magazine. The 
teacher, of all things is the maker 
Zippo 
lighters. And what we admire so 
about the teacher is his unabashed 
belief that there are people who are 
listening when he talks in the pages 
of their business paper. But be- 
cause he’s also bright enough to 
know that he can’t talk to every- 
body, he carefully screens his audi- 
ence right away with his headline: 


of a consumer product 


You didn’t? Okay, go away. Turn 
the page. You did? All right, read 


on: 


Why not. You'd like to know 
more about it. So you read on and 
you find out how you can get it 
monogrammed, where to carry extra 
flints, free repair service policy, how 
to get best results. 

How come the regular run of in- 
dustrial advertisers don’t do this? 


Telling v. Selling . . The editor's 
task is to tell. Too often the adver- 
tiser does a poor job because he 


Douglas Fir . . tells a lot 
thinks his duty is to sell. So he 
either brags about his product, beats 
the poor prospect over the head or 
gets tricky. But let’s pause a mo- 
ment. Business papers aren’t sales- 
men in the sense of closing the or- 
der. McGraw-Hill’s philosophy of 
“Mechanized Selling” says that 
again and again. That's one of the 
things the flesh and blood salesman 
must do. 

What then can advertising do? 
Again “Mechanized Selling” says it 
can. . 

Contact 
Create preference . 
ers sold. 

Each of these, surely, are the ac- 
complishments of telling . . without 
pressure or chest-pounding. Yes, 
exactly the same kind of business 
the editors are in. And if that is 
so, why can’t we judge advertising 
by the same standard the reader 
uses in judging editorial? 

Well, we can try. How much will 
the reader learn from the ads that 
follow? 

Douglas Fir Plywood Association 

Big headline in this two-color 
page says, “Fir Plywood is now 
available!” Score one, for news. 
Where does fir plywood production 
stand right now, anyway? Little 
chart over there shows it for the 
past years. It’s on the up, all right. 
Text is tight. It tells you not only 
that supply is good, but prices are 
lower. Future supplies can be 
counted on to be dependable. And 


Arouse interest 
. Keep custom- 

















it Is With Modest Pride ... 


That we announce the 7] 3] pages of advertising carried in The Journal 
during 1951 has for the third consecutive year made us the world’s largest 
magazine (business or general). 


Our host of loyal readers, and the billions of dollars worth of equipment they 
buy annually from our host of loyal advertisers, have combined to put The 
Journal in this top spot.’ Yes, it has been a combination of the great industry 
we serve on the one hand, and the manner in which we have served them for 
over 50 years on the other. 


A very large portion of these advertising pages are “exclusive” in The Journal, 
because our customers have long learned that the effective, economical way 
to reach buyers in this industry is to concentrate the bulk of their advertising 
and do a dominant job in the leading publication first. 


Incidentally, too,. The Journal's 1951 advertising volume was more than the 
total of the next three oil papers combined! 


Yes, we are just a bit proud of this record, and we thank our readers and 
advertisers alike for their confidence in us which has made this possible. 


more, including a quick tabulation 
of the six prime virtues of plywood 


*% RCA Engineering Products 

This is a honey! Reads like it came 
right out of the news pages. And 
only two columns black and white, 


too Headline 


Subhead 


Then, if you’re one of the guys 
RCA didn’t sift out with that selec- 
tive headline, you read on and find 
out radio keeps you in instant touch 
with your crews, saves gas and oil, 
wear and tear, cuts costly phone 
bills, operates in all weather, easily 
installed in 4 hours, it’s simple, 
rugged, lightweight and compact 
and if you tell RCA what business 
you're in, they'd be delighted to tell 
you more. An OK AS INSERTED to 
WALTER LAWRENCE, copywriter, trade 
and technical department of J. Wal- 
ter Thompson, New Yerk 


let’s hope he gets his certificate be- 


and 


fore some magazine hires him as an 
editor, 


Wittek Mfg. Co A small adver- 





if You Operate Fleets Of 
Trucks, Autos, Or Taxis 
Here is Wonderful News 


few “Palice- Type” Katio wow eveitabic ter industry. 
eves estan cate contac! wrth scattered (etd forces. 


witrex 








tiser who takes full advantage of 
the power of the “imperative.” 
“Make punch auto- 
matic,” it says. “It’s easy with 
Wittek Roll Feeds and Reel Stands.” 
As the once asked the 
salesman, exactly do you 


Well, Wittek tells 


your presses 


prospect 
“What 
want me to do?” 
them 
Eastman Kodak . 


headline, 


Here again, an 
“IBM 
drafting room short cuts now pos- 
Kodagraph 

And here 


they are, followed by details 


editor's reports 5 


sible with versatile 


Autcpositive Materials.” 


6 bos, 
Pott ¢ ¥-- with WHTrEy 
ds Bed Reet Seana 


Wim Medegrenh Avtoperitive Fie 


a 


Kedogruph Autepesctive iheteriels 


TUE APC MEW PLUS Ww vnginwering drommny repredertion 








Eastman editor's headline 
san be reproduced directly 

Opaques no problem 

i drawings are reclaimed 


Halftones are copied 


This color page is packed with 
interesting information. It’s so easy 
when you take it easy! 

Ozalid A Kodak 
does an equally good job with 

“Now! The Compact, Desk-Top 
Ozamatic gives you direct copies . . 
at new low cost!” 


competitor 


Again, an informative ad and 
with emphasis on saving money, a 
which is 


separate piece of 


boxed off, plugging 


copy 





Now! The Compact, Desk-Top OZAMATIC 
GIVES YOU DIRECT COPIES 
AT NEW LOW COST! 


THOME OF FRESE Savemes 

















Cut Copying Costs... Use 
OZALI 








\ heavy-duty 
Aulocar Tractor 


EW! 


under 10.000 Pounds! 


5,620 
pounds on set-bock 
front axle / 


Only 
3,770 pounds 
on this axle 


Just what the industry hes 


been looking for the 65-T 


meawy OUTY ComsrauctON 


Avtocar Trucks 


aevvee Company, remove be 


Window Posting on One Machine! 





Now—All Your 


~ Burroughs 








fact-packed 








CCA: NBP 
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Draft Plant Engineering to help you 
Go Places tu 52 


® Only publication focused 100% on plant engineering 
function. 


® New cover and backbone keep pace with growth. Oiis ot Sus dukes Games 


" " . gers will be glad to tell 
- ‘ is 
Streamlined editorial content assures thorough reader you ere shout PLANT 


ship. ENGINEERING’S market, 


mage editorial purpose, reader 
© 400% gain in 3 years proves advertiser acceptance; éditnn:, tient He tebe 


1952 level starts off 26% ahead of 1951. on request. 


® 207 advertisers now carry regular schedules after 
careful media selection. 


their everyday 


The magazi 


ne that helps[ocueneineee with 


TECHNICAL PUBLISHING CO. ° 


Also Publishers of POWER ENGINEERING 
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TWO PUBLICATIONS TO 


Measure Your Media by the 
People Who Buy them... 


Over 20,000 Net Paid 


The monthly World Oil has reached a new all- 
time high of over 15,000 men directly and exclu- 
sively engaged in the oil producing business . 
men who pay to read this magazine. More than 
7,000 of these producing subscribers read only 
World Oil. They buy it because it fits their reading 
habits gives complete editorial coverage of the 
billion dollar oil producing industry . . . offers : 
reading content preferred by these men of action, ae . 
who influence the buying of 93% of the oil equip- eoe for the oil 
ment sold to 98% of the entire producing industry. a 
These World Oil subscribers are live prospects for producing market 


your products!* ; i 
more oil producing men pay to read World 


CIRCULATION FIGURES 
ARE PEOPLE... .WHO BUY! 


Over 9,400 Net Paid 


Petroleum Refiner has the largest paid circula- 
tion of any oil publication devoted exclusively to 
the refining, natural gasoline and petrochemical 
industry . 7,233 paid ABC in this occupational ° 
classification. And 47.79 of these read only the ee . for the oil 


monthly Petroleum Refiner. The key men in the Prti filial: mitela (hi 


billion dollar a year refining industry have confi- 

dence in the editorial content and industry coverage more oil refining men pay to read Petroleum 
of Petroleum Refiner. These readers include men Refiner than any other oil paper 

of known buying authority in companies which 

combine 98% of world refining industry operations 

outside Russian controlled areas, These Petroleum 

Refiner paid subscribers are live prospects for your 

products.* 


GULF PUBLISHING COMPANY... 


» “Sh he 
Wi gat 


Oil than any other oil paper. 


* 
Was eee 
Pe fom 

i Stare? 


é 





SEL BUYERS IN THE TWO BIG 


SPECIALIZED BILLION DOLLAR OIL MARKETS 


ASK TO BE SHOWN 
"WHO" THESE BUYERS ARE 


* Gulf Publishing Company has compiled the 
world’s most complete and authoritative 
separate lists of buyers and specifiers of equip- 
ment... one list for the oil producing indus- 
try, one list for the oil refining industry. 


These lists, taken from names supplied by 
executives of companies actively operating in 
these markets, show names and occupational 
titles of men designated by their companies as 
buyers and specifiers—men who constantly 
use the Composite and Refinery Catalogs. 


The lists represent 98% of the buying power 
in the oil producing market and over 98% of 
the buying authority in the refining industry. 


World Oil is read regularly by 93% of the 
men who buy and specify 98% of the equip- mare: 
‘ : te . . Gulf Publishing Company representative 
ment used in the producing end of the business. Chale Ween does WED te berers an 
Here he is checking the oil producing ‘“Iden- 
Petroleum Refiner has from one to 85 paid tification of Buying Power” list with Harry 
subscribers in each of the plants that combine —_ ng tS Bert Doce Roller Bit 
% of th evap sey ompany, Houston, and J. Earl Brennan, presi- 
to represent 98% of the active refining capacity dent of Houston's oldest advertising agency, 
of the United States. Brennan Advertising Agency. 


These lists are NOT for sale, but will be 
SHOWN to you by a Gulf Publishing Com- 
pany representative. Ask to see the list that 
represents the oil industry division to which 
you sell. 


Send now for. 


your personal copies of latest 1952 Market 
Data Books on the oil producing and refining 
industries. These authentic market and sales 
booklets, compiled by nationwide editorial 
staffs, offer valuable data on where, how and 
who to sell in the widely scattered, multi- 
billion dollar oil producing and refining indus- 
tries. Write on your letterhead for World Oil 
Market Data—I1952 or Petroleum Refiner 
Market Data—1952. 


a 
(een mae ea, - 
wetow pes 


THE WORLD'S LARGEST Ol INDUSTRY PUBLISHERS 


“TO, , = 


~ PUBLICATIONS: WORLD OIL: PETROLEUM REFINER: COMPOSITE ECATALOG: “REFINERY CATALOG 


OFFICES AT HOUSTON (6), 3301 Buffalo Drive, LI-3141__ @ NEW YORK (17), 
Mee (10) a0 Ba sGHICAGO 4}, Pao pow he 
Building, 3-1844 @ LOS ANGELES, W. W. Wikse Beilin Heo eogtes wiuisa are. 
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Autocar Co Here’s a good ex- 
ample of what that wonderful word 
“New” « Hand the copywriter 


a new 


“an do 
product and invariably he 
will announce it sincerely and 
straight-forwardly as that and 
painstakingly tell you all about it 
To wit “New! A 


Autocar Tractor 


heavy-duty 
under 10,000 
Pounds!” 

That head alone tells the reader 
Two subheads in bal- 
illustration tell him 


four facts. 
loons in the 


more 


And the modest amount of text 
tells plenty load carried, weight 
distribution, engineering design, vi- 
sion, adjustable driver’s seat, etc 
Adding Machine 
announce- 


Burroughs 
Another new 
ment, “Now all your window post- 
machine!” The four 


product 


"ing on one 
paragraphs of text must have 50 
facts packed into them 

Industrial Brownhoist Lively 
ad for a gent who builds heavy stuff 
like hoists works 
about like this: 


General idea 
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rotary straighteners 


production-_line straghtening and finishing 


metal tubing and pip 











74 / industri 11 Marketing 
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Hertz Driv-Ur-Self . . Fine, from 


first word to last. And again lots of 


MORE THAN 
A TON AND & QUARTER EVERY MINUTE 


oFfrric RON 





Janeen na 
oe 


TWENTY-FOUR HOURS 


a Day BLAST FURNACE 








REIND AND CONSTRUCTION FOR THE 





AND PETROLEUM PEFRUNO INDUSTRIES 


~ bether 6 Mekee & Company » Established 1985 


McKee . . clean layout 


Hertz lots of meat 


meat in the headline, “Trucks for 
rent for an hour, day or week. . 
Everything furnished but the driver 
. . Call Hertz!” And the subheads 
will give you a good idea of what 
goes on in the copy . 


Who can rent from Hertz? 


low much red tape? 


* Mackintosh-Hemphill More 
technical, this one, but it’s square 
on the beam . . 


xuideless Rotary straighteners for pro 
juction line straightening and finishing of 


metal tube and pipe 


Diagrammatic illustration with 
caption tells how this straightener 
works. Text gets into product vir- 
tues further. These four points, 
played up in the text, are particu- 
larly potent: 


precision tolerances, end 


An OK AS INSERTED to ALBERT C. 
EVANS, account executive, Ketchum, 
MacLeod & Grove, Pittsburgh. 

Arthur G. McKee & Co. . . Inter- 
esting, clean layout treatment 
four little art spots used to break up 
and emphasize this headline: 
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Textile Manufacturing 


MORE EXPENDITURES 


Textiles made capital expenditures in 1951 which were 
greater by one third than ever before recorded in one calen- 
dar year. Many new mills were erected; much modernization 
undertaken. Many 1951 plans are being materialized in 1952 
and new projects are now being set up. TW’s index number 

apital Expenditures and for dollar-volume of purchases of equipment and supplies 
Commitments by textile mills in 1951 is up 842% over 1950 to a new high. 
(Textile Wor 


Estimate aoe MORE PRODUCTION 


505,000,000 Textile production in 1951 probably exceeded all recent 

455,120,000 years except 1942, which is the industry's all-time high 
record. This comparison refers to physical volume and is 
based on pounds of fibers consumed by mills. 


Pounds ot Fibers s Consumed MORE WAGES 


Textile Economics : 
(Te*" Bureau) Textile mills have moved forward in harmony with all 


industry and are paying their workers higher wages. The 
average hourly pay for 1951 is about 10% over the rate for 
1950 and 30% over 1847. Since 1945, the rate of increase of 
textile wages is greater than the rate of all manufacturing 
wages. 


ua va (eae WH MORE INCOME 


(Bureau of Labor 


“antistics) Textiles comprise a giant industry, with many common 


1.05 items consumed annually running into millions of units. 

. 1.16 There is business aplenty for those with applicable products. 

1.20 The industry has money with which to buy. It’s current 
annual production is estimated at $15,000,000,000! 


1 
4951 (est) $15,000,000 noe 


TEXTILE WORLD 
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PENNSALT AE-18 — the ongina akin 
gives you more productive manhogrs 


minum etchan 








Copy says that’s an average of 
: 
4.807 tons a day. a world’s record 
mf 56,010 tons in a month. (Never 


knew that before.) 
General Electric This is an ad 


With a news format. Lots of items 


here. Let's check their headlines 


for interest: 





Hold Yourself Back . . Often in 
the business books you run into ad- 
vertising where the creators have 


taken one unnecessary step, because 









headline missed 


Niagara 


they felt they had to do it to woo 
the reader. 

For instance, Pennsylvania Salt 
in this ad, “Hands . . use them wise- 
ly!” That may even be a little con- 
fusing to the reader so he may 
easily pass it by. But if he reads 
the subhead, “Pennsalt AE-18 
the original non-scaling aluminum 
etchant gives you more productive 
manhours.” All right, so what’s 
wrong with that as a headline. In 
fact, isn’t it lots better because it 










Simple as 


SBC 




















This check 





pays for “live readers” every month 


for Construction Equipment advertisers! 


Ever hear of a circulation method like this? 


Instead of getting paid for putting a name on the subscription list 
our circulation salesmen pay for the privilege. 


In fact, we refuse to take subscription payments even one month in advance, 
Every month we get 93 checks—one from each of the 93 construction 
equipment distributors whose salesmen act as our ‘‘circulation force.”’ 


Here’s how it works: the distributor pays us to send CONSTRUCTION 
EQUIPMENT to persons his salesmen call on. Since he’s spending his 


own money, and we bill for subscriptions actually delivered, the distributor 
has a big financial incentive for maintaining a list of live readers... 
especially those with predetermined buying influence. 


Contrast this automatic, every-month circulation method with that of 
magazines devoting little effort to circulation maintenance—or having 


most of their circulation frozen in the form of two or three year contractual 
paid-in-advance subscription obligations. You’ll realize then why more 


and more advertisers are turning to CONSTRUCTION EQUIPMENT. 


A Conover-Mast Publication, 205 East 42nd Street, New York 17, N. Y. 
P| 


Construction Eouipment 
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or Who Forgot the Retailer ? 


IS is a lady who was presold by 
consumer advertising. Nobody under- 
estimated her—in fact she was estimated 
beautifully. She wanted to buy, set out to 
buy, tried hard to buy. But somebody 
forgot the retailer and she couldn’t find 
what she wanted. So she bought a carload 
from the manufacturer and nobody lived 
happily ever after. 
* * * 
No matter how well a national advertiser 
gets his story across to the consumer, un- 
less his merchandise has been advertised 
to the trade, his pre-selling job is a fizzle. 
Trade paper advertising is insurance— 
the small premium which protects a large 


advertising investment. It helps move 
your merchandise into the channels of 
trade. It enables you to reach retailers— 
and educate their salesmen. It allows you 
to strengthen your competitive posi- 
tion by merchandising your consumer 
advertisements. 

There is an appropriate business paper 
which reaches your important merchan- 
dising groups, where your advertising can 
concentrate on filling the channels of dis- 
tribution in an editorial atmosphere 
conducive to sales. Ask your agency for 
recommendations about the right busi- 
ness papers to reach your logical markets. 


Or write us for suggestions. 


Remade ke ee 


| = 
acetate 
| 


NATIONAL BUSINESS PUBLICATIONS, INC. 


1001 FIFTEENTH STREET, N.W. * WASHINGTON 5, D.C. © STerling 7535 


The national association of publishers pages of specialized know-how and 
of 129 trade, technical, scientific and 139,298 pages of advertising to men 
professional magazines, having a who make decisions in the trades, 
combined circulation of 2,956,066 ... sciences, industries and professions 
audited by ABC andCCA ... serving ... pinpointing your audience in 
and promoting the business press of the market of your choice. Write for 


America ... bringing thousands of complete list of NBP publications. 





identifies the product and selects its 
own right audience? 

Same way with Niagara Ma- Send for aneitible Reprints of editorial features 

chine. In a three-color page that ‘ are ne * a ee 

service to readers. eas: 

lists some eight outstanding virtues ak dk aan he Me 


Cy) 
of its equipment, it stretches for a I e I 1 I } S article with exact amount in 
. coin, stamps or check to: The 


headline, “It’s a pleasure to operate 
c * : “ Editor, Industrial Marketing, 200 
Niagara Foot Shears If the ad E, Illinois St., Chicago. 

was running in a publication read of Industrial Marketing Sorry, we can't handle credit 
orders under $1, We'll be happy 


by machine operators, we'd buy this 
to bill you for larger sums. 


or if the ad developed copy feature articles ; 
around an employe relations angle vd 


we'd buy it . . but unfortunately 





neither is the case 
And here's a good piece of copy 29) Industrial ad budgets to hit 2.16% in °S2 
for Cleveland Punch & Shear Works by Bob Ait n, Jan., 1952 1 
Tre useful informa- : Salaries of industrial ad managers rise in past 1] years . . 
crammed full of u aga industrial peagecon oe 150,090 
tion. But who would ever know it Ait v. and Dec i ven 


with a headline like, “Simple as R21] You can hire salesmen faster with this interview technique 
: by Richard S. Schultz, Dec., 1951. 10c 
AB( 
Executives keep tab on employe communications 
Top Management Forum, Jan., 1952 5c 
Boost-Of-The-Month . . to the RZ Today's cheap atventing Sefer . . is it fact or fancy? 
by Borden Putnam, Nov 951. i5e 
Do-ALL Co. for its exceptionally ‘ 
~ R? 1951 business paper volume to reach all-time peak 
interesting color spread, “The Evo- by A. R. Venezian, Sept., 1951. 15c 
lution of the Inch.” Reading it, we Rz How to use Starch readership reports 
> by H urd G. Sawyer, July, Au 195) 
learned for the first time that an e " g 
inch ain't always an inch. A tape 


Today's sales incomes can get out of hand . . stop them 
by Birney Miller and B. K. Moffitt, June, 1951. 10c 


measure “inch” isn’t an accurate R204 How SSI advertising agencies placed space in business papers in 1950 
“inch” .. a ruler “inch” isn’t an ac- March, 1951 
curate inch even a micrometer | sand pon og 9 Og nee York 
“inch” isn’t an inch. But the Do- : 
ALL Block gets awfully, awfully 
close . . 1.000002 inches to be exact | R197 aaa won handbook can prove your ad results 
and the inch you can “see” As co Be et ene 
through the Do-ALL Interferometer 
is 1.000000 inches R19 Decentealine your sales force for more effectiveness 


How business papers can meet their new competition 
by William A. Marsteller, April, 1950. 15¢ 


Anyway the whole pertinent, fas- ‘ 
x ¥ . Why readership surveys go wrong . . . and how to right them 
cinating story is here ..a beauti- by Robert B. Luchars, May, 1950. iSc 
fully handled ad that well merits R184 yoy Sy 3 use graphs in industrial advertising 
. y eonard Philips, Sept 49. 10c 
the boost to Account Executive M. G ae ; sesyisgaiice aanpsaieth 
(RED) WALTHER, Russell T. Gray, ci 2 es ‘2 “toe know about industrial buyers 
Inc., Chicago F How to measure results of industrial advertising 
The Copy Chasers by William A, Marsteller, May, 1949. 15c 


16 ways to sell to engineering departments 
by J. T. Bennett, Apr., 1949. 10c 





How to make external publications pay off 
by Harrison M. Terrell, Oct.-Dec., 1948-49. S0c 
: Rl Keep the line open between employer and employe 
John R. Netedu . . and Thomas Mathieu by B bert Newcomb & Marg Samr Ss Say Bent, 1948 
formed a new adver j agency R We went to four-color inserts on a cut budget 
by Cliffo stuk June, 1948. 10c 


ra stubbs 


Mockup demonstrator improves salesmen’s closing ratio 
by H. W. Bluethe, Oct., 1948. 10c 

Using newspaper advertising to spot industrial buyers 
by Wilhelm Ferdinand, Aug., 1948. 10c 


How can I find what type to mer 


1ymond prer, Apr., 19 ] 


sieeneee that will make your copy pull 
Sopy Chasers, Apr., 1948. 25c¢ 


Market research combats high distribution costs 
by Richard D. Crisr ob., 1948. 10c 





The effecti 

a re | ié-page repr 11 tt . y, made under guidance of a special 
Donald S. Robertson . . formerly on ¢! steering cor ttee a r agencies and publishers. Single 
idvertising sales staff pies /5 0 or more each; 25 >, 25¢ each 


The economics of industrial advertising 
by Jesse H. Neal, Sept., 1947. 10c 





The orchestration of type 
by A. Raymond Hopper, Mar 
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What Mme. Curie never had! 


Modern analytical and control instruments like this are the 
vital link in the continued development, as well as the oper- 
ation of the vast chemical and process industries. They have 


become Big Business. 


Analytical and control instruments are purchased and spe- 
cified by professional chemists, engineers and scientists, 
who depend on the workmaterial presented only in 
ANALYTICAL CHEMISTRY. That’s why ANALYTICAL 
CHEMISTRY gets your sales story to these hard-to-reach 
technologists like nothing else can. 


ANALYTICAL 
CHEMISTRY 


The W orkmagazine for Instrumentation, Control and Analysis 





(a) 


An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 


330 West 42nd Street, New York 36, N. Y. 


CHICAGO «© CLEVELAND ¢ SAN FRANCISCO © LOS ANGELES 


© SEATTLE 


In the great laboratories which serve 
today’s chemical and process indus- 
tries, the professional technologist has 
many marvelous “assistants.” Take, 
for example, the “electronic chemist” 
in the Research Laboratory of the 
General Electric Company's Chem- 
istry Division. This complex machine, 
a mass spectrometer, quickly and ac- 
curately analyzes unknown gases. Its 
skillful operator is GE’s Dr, Francis 
Fe Norton. 


© Betiman Archie 


47 years ago Mme. Curie’s lab was 
typical of the times. Her work in the 
field of radio activity, which contrib- 
uted so substantially to science and 
won for her the Nobel Prize, is all the 
more amazing when you look at her 
rudimentary equipment and realize 
what she did without. Fortunate is the 
analytical chemist of today with his 
modern instruments, latest apparatus 
and new chemicals, who can begin 
years ahead of where chemist Curie 
had to sign off. 


DALLAS 
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A saint Year in Signaling 
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Communications Expanded in 1951 
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Employee Training Programs Thrive in 
Aerountiog —" — 


reeds 


1951 Capital | ia’ 
oi = at oT Billion, 


A Ree 
RAILWAY OPERATIONS 
a (Gal 


my J. H. PARMELEE 


What Tariff Seotiate in 1952? 


FOUR 
RAILROADS PASSED THEIR HUNDREDTH BIRTHDAY 


PROGRESS IN SIGNALING AND RADIO 


SEVEN NEW PRESIDENTS ELECTED 


ailway Age 


leadership maintained by out- 
standing editorial service 
to railway management men 


For example: Headlines from the 1952 edition of the 
Annual Review and Outlook number show how RAIL- 
WAY AGE’s editors provide top management men and 
traffic and operating executives with the information 
they need to help them plan and decide. 


Every year RAILWAY AGE presents this record that is 
recognized throughout the railway and railway supply 
industries, and is sought the world over, as the author- 
itative review and analysis of railway developments. 
It details: (1) railway operations in statistical form, 
2) a review of the previous year’s record, and (3) a 
forecast of the trends and outlook indicated for 1952. 
It typifies the leadership of RAILWAY AGE in publish- 
ing information essential to progressive railroading. 


Every week RAILWAY AGE reports and interprets the 
news, digs out and analyzes trends, and notes new 
product applications. As the business paper of the rail- 
road industry, it keeps railway management men on 
top of events in or affecting the field, and reports to 
every railway office every week while the news is still 
news. 


Railway market to continue at record levels 


According to RAILWAY AGE’s editors, the complete 
operating and equipment revolution in American rail- 
roading will continue through 1952. There is already 
in sight sufficient increase in defense expenditures dur- 
ing 1952 to offset any probable decline in outlays by 
private individuals and businesses. 


With traffic continuing at the high ’51 level, railroads 
will, to the full extent that materials are available, con- 
tinue to install improved methods, materials and 
equipment at the same rate that rolled up $1.5 billion 
in purchases last year. 


Headquarters for Railway Marketing Information 





leads in advertising pages 
over 2 to 1 for ‘51... 


Total pages 1951 


Railway Age aa : 2855 
Modern Railroads 1379 
Railway Purchases & Stores 1256 

Railway Mechanical & Electrical Engineer + 996 
Railway Engineering & Maintenance 638 


Railwoy Signaling & Communications + 446 


t specialized monthly engineering publications 


Railway Age scores 86% 1 PAID 
Gain in paid railway 
railway circulation rome 


RAILWAY AGE 





JAN 
? 


New York 7—30 Church Street 
RAILWAY AGE ‘Shue. Se 


RAILWAY ENGINEERING AND MAINTENANCE + RAILWAY MECHANICAL AND ELECTRICAL ENGINEER + RAILWAY SIGNALING AND COMMUNICATIONS 





editorially 


Are Renewal Percentages Important? 


® Business publications which are members of 
the Audit Bureau of Circulations have received 
questionnaires asking an expression of opinion 
as to possible changes in present methods of fig- 
uring renewal percentages, and inviting them to 
indicate whether they think the renewal figure 
should be shown at all 

For the first decade of the bureau's existence, 
members have been informed, publishers had the 
option of using two methods of figuring renewal 
percentages, or of omitting the figure entirely 
Later it was made mandatory that this informa- 
tion be provided. 

The present plan of figuring renewal percent- 
ages is called the “specific method,” and other 
possible systems, formerly in use, are called the 
“period method” and the “issue method.” The 
latter are easier to figure and are less expensive 
for the publisher, but are not considered as ac- 
curate as the present system 

Some publishers in the business field believe 
that the requirement that renewal percentages be 
shown is unfair from a competitive standpoint, 
since neither general magazines nor farm publica- 
tions are required to show the information. Hu- 
man nature being what it is, it is probable that 
publications with relatively high percentages will 
want to continue showing the information, and 
those whose percentages are lower will be willing 
to dispense with the figure 

Some advertisers and agency men think that a 
high renewal figure indicates that a publication 
is static, as a rapidly growing circulation usually 
shows lower figures. On the other hand, publica- 
tions with subscriptions in the names of companies 
rather than individuals will usually register high- 
er figures than one whose subscribers are mainly 
individuals 

Still another factor is the term of the subscrip- 
tion. Some publications renew all subscriptions 
for one-year terms, and the loyal subscribers are 
thus counted every year. Others accept subscrip- 
tions for two- and three-year periods, and these 
regular readers are counted only when their re- 
newals come up at these less frequent expiration 
dates 

Many publishers contend that a more significant 
figure on subscriptions, from the standpoint of the 
advertiser, is the percentage retained each year. 
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If because of long-term subscriptions, only a small 
percentage is up for renewal each year, the per- 
centage retained is of course high, even though 
the renewal rate on those actually expiring may 
seem low. 

These are all interesting considerations, and we 
suggest that a review of the entire subject, such 
as is being made now by the board of the ABC, 
may reveal that a better method can be developed, 
or that the renewal percentage information could 
be made optional without depriving the space 
buyer of information he regards as important. 


How to Get the Wrong Answer 


® One of the most controversial subjects now un- 
der discussion in the industrial advertising field 
is that of publishers’ readership surveys, intended 
to show how competitive publications are rated 
by readers. Some skeptical advertising executives 
think that the answers to these surveys may be 
determined entirely by what the publisher wants 
to show, rather than what actually exists. 

The form of the question and the way it is 
stated have a great deal to do with the type of 
response, it is conceded. Thus it often happens 
that two surveys by different publishers, made in 
the same field at the same time, will show com- 
pletely different results. This is why advertisers 
and agencies are often so confused by what they 
are shown in the form of publishers’ readership 
studies that they are inclined to give little em- 
phasis or consideration to any. 

One of the jobs which the new Industrial Ad- 
vertising Research Foundation sponsored by the 
NIAA might undertake is screening readership 
projects to make sure that they are technically 
sound. This method is followed in the newspaper 
field, and some other media have the opportunity 
of getting okays on their questionnaires and other 
procedures before the studies are actually made. 

If the wrong questions produce the wrong an- 
swers, then it would be most helpful to have some 
acknowledged and disinterested authority, con- 
cerned only with objective appraisals, pass on all 
readership studies in advance, and approve the 
techniques to be employed before the material is 
actually submitted to readers for their considera- 
tion and response. 








\ \ 
one, two... 


look at the REVIEW 


Yes, the REVIEW OF THE WEEK, reaching 1,100,000 better 
income families all over America every Sunday...a favorite 
section of their favorite newspaper, THE NEW YORK TIMES. 


The newsreview that’s complete, compact, current (tightest 
closing of any weekly newsreview) ... edited by a special 
Times staff, with exclusive features carrying some of the 
best-known bylines in journalism. 


three, four... 
open the DOOR 


Here’s your entree to businessmen everywhere... but espe- 
cially into the country’s richest, busiest industrial coun- 
ties, all within a 500-mile radius of New York! Here is half 
of ail U. S. manufacturing, 60% of all the directors listed 
in Poor’s. No other publication packs so much of its power 
in this great industrial supermarket. 


fEVG, SIX cx 


copy that CLICKS 


The REVIEW OF THE WEEK is a result-getting medium with 
newspaper impact and higher reader responsiveness. If you 
are after inquiries, the right copy in the REVIEW will get them 
for you, and fast. Ask your Times representative to give you 
the facts. 


The New Pork Cimes 
REVIEW oF tHe WEEK 


the newsreview you get every Sunday 
exclusively with The New York Times 








Company publicity is easy 


if you look for it this way 


By Kari F. Kirchhofer 


® ENOUGH MATERIAL for a score of 
business paper articles about prod- 
ucts and activities can be found in 
every company that sells to indus- 
try 

You can find the material yourself 
but if you think you can’t, or you 
haven't the time, go out and get an 
experienced writer of business pa- 
per articles. He may find nuggets 
in material which, by reason of daily 
acquaintance, you may find com- 
monplace. 

When properly exploited, these 
articles can definitely produce sales, 
build good will and gain ever-wid- 
ening acceptance for your company. 
The material is there, whether you 
make precision tools, plumbing or 
beer 

Case histories provide indisput- 
able evidence, and perhaps the most 
effective way to point out how your 
own company can profit with arti- 
cles about your activities, research 
and developments, is to relate in- 
stances with which the writer was 
personally connected. Some time 
ago, as vice-president of sales in a 
metal-working company with na- 
tional distribution, it was my job to 
introduce a newly developed outfit 
of tools aptly named, “the limited 
budget inspection laboratory.” 

Each 


tool included in the outfit was se- 


precision instrument and 
lected first on the basis of perform- 
ance and adaptability in any metal- 
working plant doing precision work, 
In the 
advertising 


and secondly, on low price 


sales promotion and 


campaign, a special appeal was 


slanted toward the smaller shop 


owner who previously had consid- 
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ered the acquisition of a complete 
inspection laboratory as beyond his 
means. 

We believed that this promotion 
would open up a brand new market 
that had previously been difficult to 
penetrate, because of the compara- 
tively high investment required for 
inspection tools. To carry this theme 
further, I wrote an article entitled, 
“Your Own Inspection Laboratory,” 
which was submitted to a leading 
metal-working trade publication 
complete with five photographs 
showing the equipment in use. 

The sub-head was: “Equipment 
that Helps Sub-Contractors Main- 
tain Required Tolerances.” The 
article was designed to show that 
even the smallest metalworking 
shop could now afford to install an 
inspection laboratory and thus take 
on work requiring close tolerances. 


Editor Bought It. . After accept- 
ance, the article was published with 
due credit to the manufacturer for 
the illustrations. It happened to be 
extremely timely and_ produced 
scores of inquiries, many of which 
were later transformed into thou- 
sands of dollars worth of orders for 
the “limited budget inspection lab- 
oratory.” 

The article not only was circu- 
lated to the 30,000 readers of the 
publication, but thousand 
reprints were included in all out- 
going mail, thus building up addi- 
It was sent to all 
engineering schools, and was widely 


several 


tional interest. 


used in personnel training, acquaint- 
ing new inspectors with inspection 
methods and principles and particu- 


larly with the use of the instruments 
and tools in the “limited budget in- 
spection laboratory.” 

We got additional publicity by 
sending releases to more than 100 
business papers, announcing the 
availability of reprints to anyone re- 
questing them. Here is an example 
of a business paper article, devel- 
oped to introduce a new idea, that 
was at once educational, helpful to 
shops unaccustomed to close toler- 
ances, timely from the editor's 
standpoint, and which actually aided 
in selling measuring instruments. 


Hints, Angles . . When seeking 
article material, look for educational 
angles, helpful hints or methods 
worked out in your plant, which 
will result in making your product 
more useful and valuable to the 
men in your line of activity. A daily 
stroll through your own plant with 
your eye alert to the uses to which 
your own men may be placing your 
product can often result in timely 
article material. 

I was watching the men in the 
grinding department one day and 
observed the ease with which they 
set up small parts for precision 
grinding, with the use of a magnetic 
chuck accessory which we were 
marketing. I asked a few questions, 
notes and planned photo- 
graphs. From this emerged an arti- 
cle, “Speeding Grinding Setups,” 
which was published in a leading 
machine tool publication, and later 
was reprinted in company publica- 
tions here and abroad. This short 
article with the resultant publicity 
was the initial step that brought a 
world-wide demand and sale for 


made 


these accessories. 

It is usually a good idea to query 
the editor before you write the arti- 
cle. He may have run a similar 
story several months previously or 
has already planned one for a fu- 
ture issue. If he says “no,” then of- 
fer the story to another publication 
in your field. If your subject mat- 
ter is interesting and timely enough, 
you'll generally find one editor who 
will at least tell you that he would 
like to see it. 

Now, obviously, editors of busi- 
ness papers will not publish mate- 
rial that is merely a puff in article 
form, designed to advance the in- 
terests of your own company. When 
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WOULD OUR ADS 
GET BETTER 
READERSHIP IF 
WE USED COLOR? 


WOULD IT 
BE WORTH THE 


ADDITIONAL 
COST ? 


Case Study Shows: 


ON THE AVERAGE, TWO-COLOR 
ADVERTISEMENTS GET MORE 
VISIBILITY THAN BLACK AND WHITE 


Color of itself does not guarantee 
higher readership. Many black and 
white advertisements surpass two- 
color ads, due to more effective copy, 
illustration, etc. But, used effectively, 
color increases readership. Here is a 
study to prove it: 


PROJECT: To determine if the use of 
color in business paper advertisements 
results in a commensurate increase in 
readership. 


PROCEDURE: Persona! interviews 
with over 1100 readers of five issues of 
a leading business magazine. Investiga- 
tors took readers through issues, page 
by page, asking: “Do you recall seeing 


McGRAW-HILL PUBLISHING COMPANY, INC. 


this ad?’’ Answers were tabulated by 
product classification. 


RESULT: As shown on the accompany- 

ing chart, two-color ads were found to 

be better read in every product classifi- 

cation, without exception. On the aver- 

age a 34% visibility increase was 

achieved at a cost increase of only 13%. 
* * * 


The material for this advertisement 
was secured from our Research Depart- 
ment’s Laboratory of Advertising Per- 
formance . . . Data Sheets 3010 and 
3022. If you want facts regarding other 
subjects related to business paper ad ver- 
tising performance and effectiveness, 
we may have the results of some specific 
study that will help you. Ask your 
McGraw-Hill man. 
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A MEW TWIST IN ASSEMBLING AUTO ACCESSORIES 


AN APPLICATION OF KELLER AI® TOOLS 
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Growth{formula 


increases Keller 


Cover Story 


® MANY OF TODAY's leading manu- 


facturers of industrial equipment 

got that way by following a simple 

“growth formula.” 
The formula 


When you are small, specialize 


works like this 


it’s relatively easy to get a strong 
foothold 


competition often prefers to push 


because your big time 


standard, high-volume production 
items, leaving the time-consuming 
special jobs for the small boys 

When you are established, begin 
to standardize then diversify 
And during the standardization and 
diversification part of the cycle, in- 
tensify advertising and promotion 

This is exactly how Keller Tool 
Co., Grand Haven, Michigan manu- 
facturer of pneumatic tools in- 
creased sales 250° during the last 
four vears. Near the start of World 
War II, E. V. Erickson stepped in as 
Keller's new general manager (now 
he’s president) 

Up until this time, the company 
had devoted most of its energies to 
designing and manufacturing items 
special screw 


such as pneumatic 


drivers, nut setters, and die grind- 


plus advertising 
sales 250% 


ers and during the war, almost 
the entire factory capacity was tied 
up directly or indirectly with de- 
fense orders. 

With an eye on the day when de- 
fense business might be a thing of 
the past, the company put its engi- 
neers to work designing a standard 
line of pneumatic tools with inter- 
changeable parts. 

Interchangeability was a good 
selling point inasmuch as the cus- 
tomer had only to buy one tool and 
a number of attachments. For ex- 
ample, one line of right-angle nut 
setters is available with nine differ- 
ent kinds of angle attachments, and 
three different types of gear cases 
Certain attachments fit different 
gear cases, and all the gear cases 
in turn fit the same motor and 


handle assembly 


Diversifies . . Next, management 


turned to diversification with a 
. and a new line 
of portable air hoists. These two 


new products, plus the standard line 


portable air drill 


of interchangeable pneumatic tools, 

opened important new markets. 
To tap these markets, the com- 

pany, in 1945, turned to business 
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stacheneots oe QUICKLY ORTAINABLE 


paper advertising. Although short- 
ages minimized the possibility of im- 
mediate sales increases, the sales 
curve by 1947 was sharply up. And 
four years later, Keller could point 
to a 250% increase. 

Distribution of the Keller line 
is through 18 company-operated 
offices serving the larger industri- 
al areas, plus 16 manufacturers’ 
agents selling in other sections of 
the country. 

Business papers currently on the 
company’s schedule include Ameri- 
can Exporter (Industrial), American 
Machinist, Electrical Manufactur- 
ing, Factory Management & Main- 
tenance, Modern Industry, Modern 
Materials Handling, Plant Engi- 
neering, and Tool Engineer. In 
addition, ads run in Canadian Ma- 
chinery Directory, Conover-Mast 
Purchasing Director, MacRae’s Blue 
Book, and Thomas’ Register. 

Most of the business paper ads, 
according to Advertising Manager 
R. L. Williams, are of a “what it is . . 
what it does . . how you work it” 
nature. The Business Week cam- 
paign uses the “case history” ap- 
proach, singling out unusual appli- 
cations of Keller Air Tools. Crisp 
copy, supported by catchy . . but not 
corny headlines plus good pictures, 
show how air tools speed produc- 
tion, increase efficiency, and reduce 
costs 

The Fensholt Co., Chicago, han- 
dles the Keller account. 





PHOTOGRAPHY... 


color pictures prove 


your point...the 


KODASLIDE 
PROJECTOR, 


MASTER MODEL, 


gives billion realuew to your transparencies 


Here’s the way to put the full power of color to work for 
you. When you show your color transparencies on the 
Kodaslide Projector, Master Model, they fairly spring to 
life with an impact and vivid realism that prove your 
point. In office, lecture hall, or even in a large audito- 
rium, the superb optical system of this remarkable 
instrument can provide more light on the screen than 
any other 2 x 2-inch slide projector. Even in a light- 
ed room, your color slides take on a new brilliance. 
Your sales, training, or demonstration story is told with 
a conviction that brings results ... keeps you in control 
of your audience at all times. 


Prices subject to change without notice. 


With a choice of four fast lenses and lamps up to 1000 
watts, the Kodaslide Projector, Master Model, meets 
every projection requirement. To protect your valuable 
transparencies, a fan forces cool air to the lamp, to the 
condensing system, and to both sides of the slide. A 
handsomely covered carrying case, holding the pro- 
jector, two lenses, spare lamp, slide carrier, and cord is 
available as an accessory. For further information or a 
demonstration of the Kodaslide Projector, Master Mod- 
el, see your Kodak Audio-Visual dealer. Prices ranging 
from $169 to $246, depending on choice of lens. 
Eastman Kodak Company, Rochester 4, N. Y. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 


Please send me 
Projector, Master Model. 
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BILLIONS 


WILL BE SPENT 


on chemicals 
and raw materials 


next year. 


HERE’S HOW YOU CAN GET A BIGGER SHARE! 


Behind the curtain of secrecy that surrounds 
new processes and new products in the chemical and 
process industries, a select group of key men 
specify and buy. Men even your best salesmen seldom see. 
When you put your product story before the 
RIGHT MEN in the RIGHT PLANTS, 
you'll get a bigger share. 


CHEMICAL MATERIALS CATALOG’s 


3 16,000* copies get through to these 
key behind-the-scenes men—technical directors, 
chief chemists, research and development men, etc. 
They and their thousands* * of associates— 
use CMC the year round as their detailed 
buying and specifying guide. 
CMC is the ONLY source of complete information 
on commercially available chemicals and raw materials. 
Your sales literature, cataloged in CMC 
reaches more than 10,000 plants that make up 
this potent market at low cost—with no waste. 
Ask your Reinhold representative for complete data. 


Guaranteed distribution, 1952-53 edition, 16,000. 
Records show an average of 5 users per copy. 


For 

Chemicals 
and Raw 
Materials CHEMICAL MATERIALS CATALOG 


REINHOLD PUBLISHING CORPORATION, 330 W. 42nd ST., NEW YORK 36, N. Y. 


Chicago ¢ Cleveland ¢ Buffalo ¢ San Francisco « Los Angeles ¢ Seattle ¢ Dallas 


She’s pretty, 


she’s charming 
.. and She sells 
electronics 


® ROXANNE is a pretty gal who 
poses beautifully. 

She doesn’t sing, can’t dance and 
works hard at being an actress on a 
television show although, by her 
own admission, she has a long way 
to go. But to the sales manager of 
Sylvania Electric Co., New York 
manufacturer of electronic equip- 
ment, she’s Sarah Bernhardt, Ethel 
Merman and Tom Watson all rolled 
into one. 

“There's just something about the 
girl,” said one Sylvania top execu- 
tive, “that puts people in the right 
frame of mind.” He remembered 
one of innumerable Sylvania con- 
ventions at which Roxanne has 
played hostess: 

‘Hardened business executives 
used to dealing and. talking tough 
were like school boys in her hands.” 

Like other Sylvania sales man- 
agers, he defined Roxanné as an ace 
trouble shooter 


“It’s more than just a pretty girl 





talking to a man,” he exclaimed. 

“Roxanne has a charm all her own. 

She’s eager and anxious to get 

along. That feeling communicates 

itself and makes the young men 

older and protective, and the old [Us —— t . a fester ” 
men younger and sprightly.” ‘ 

Roxanne is at a loss to explain it. 

But she likes her job and loves con- 

ventions where she gets to meet lots 

of new and interesting people. She 

likes working for Sylvania and is NOT Too MUCH! 

sometimes amazed at how important 

executives think it is that she ap- 

pear at a convention or dinner 

These appearances have kept her NOT Too LITTLE! 
busy in Washington, Chicago and 

other cities. Last Dec. 3, she visited 

Boston for Sylvania’s 50th year tes- 

timonial dinner attended by Syl- BUT JUST RIGHT— 
vania dealers. 

Strangely enough, the wives of that’s the kind of chemical process industries’ 
business men are attracted to her, ‘ 
too. One woman of 60 exclaimed: coverage you get in 
“She's as eager as I was forty years CHEMICAL ENGINEERING CATALOG. 
ago. 

To close technical sales takes en- CEC’s 19,500 copies go straight to the heart of the 
gineering knowledge. But sales : ; , : ; 
helps are important, too. From a giant chemical processing equipment buying market. 
practical business point of view, the They're used the year round by thousands* of 
electronic equipment that Roxanne 
has helped sell makes a pile almost 
as impressive as her figure. your products and your services. And——CEC 





key technical men who specify and buy 


is the ONLY prefiled catalog without waste 





a circulation covering the chemical process industries. 


Sgr ee = oy ha “i as ( CHEMICAL ENGINEERING CATALOG 
has produced sales for suppliers 
of chemical processing equipment, 
engineering services and materials of construction —- 


Donald W. Tait . . formerly with 


Rra S 
srass & 


for more than 36 years. Your complete catalog in the 

= 1952-53 edition of CEC will help you get your share of 

the billions that are earmarked for future expenditures 
on equipment and services. Last forms close April 1st. 


Ask your Reinhold representative for complete data. 


Records show that an average of 5 men per plant consult 
each copy of CEC. 


E. Cameron Hawley 


and 1x Banshaf has s 


CHEMICAL ENGINEERING CATALOG 


REINHOLD PUBLISHING CORPORATION, 330 W. 42nd ST., NEW YORK 36, N. Y. 


Chicago ¢ Cleveland ¢ Buffalo * San Francisco * Los Angeles ¢ Seattle,e Dallas 
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Whether you're looking for business 
from plants on DEFENSE WORK — or CIVILIAN 


. . + « let the Conover-Mast Purchasing Directory 


make sure you get your full share 


Look to the plants on defense work for more and more of your sales 
volume during the next several years. They are the plants with the great 
ind growing buying power ind the prioritty An editorial survey just 


made by Mill & Factory reveals this 


HOW MANUFACTURERS ANSWER THE QUESTION: “Will 
your 1952 defense business be higher, the same, or lower 
than '51?” 


More defense work in'52. .55% CRE cet ae 
. 8% 

About the same as ‘51... .37% 
100%, 


Let the Conover-Mast Purchasing Directory help you get your share 
of the tremendous volume of business placed by defense plants. It will 
put you in contact with every worthwhile plant on defense work with 

ery Air Force, Army, Navy, and other military buying unit. And in 


iddition, you ll reach all other worthwhile industrial buying sources 


You get direct inquiries, direct orders 


In 1951 you brought us $13,000 in business at a cost of 


less than $300 Pennsylvanta equipment manufactures 


One of our best advertising investments. More than gratified 


with results New Jersey electrical products manufacturer. 


Very happy with results we are getting Ohio fastenings 
mia 


WM AcTHVeEr 


One inquiry alone brought us $380,000 Welded products 


maker 


For some eye-opening information on the defense market and 


how you can drop a line to 


Conover. Mast 





YOU'RE AT THE DEFENSE BUYER'S RIGHT 
HAND WHEN YOU'RE IN CMPD 


“Invaluable.” 
—Purchasing and Contracting Office 
Moody Air Force Base, Valdosta, Ga. 


“Very useful. Numerous orders placed 
with manufacturers listed.” 
—D. R. Stowe, Captain, QMC, Pur- 
chasing and Contracting Officer, 
Memphis General Depot, U.S.A. 


“Accepted as a manufacturer's ‘Bible,’ 
to such an extent that 4 greater part of 
the purchasing instigated by this divi- 
sion is directed to manufacturers listed 
therein.” 

—J. H. Lee, Mfg. Engineer, Facilities 
Engineering Section, Douglas Air- 
craft Corp., Long Beach, Calif. 


“Invaluable guide. Use it daily.” 
—L. ¢ Reed, Procurement Officer, 
Kansas Ordnance Plant, Parsons, 
Kan. 


“Stepped up defense work makes it a 
‘must’.” 
—M. O'Mara, Maintenance Supt., Ben- 
dix Aviation, Teterboro, N. J. 


“Of great value in locating dependable 
sources, particularly in the case of 
government contracts.” 
—M. Green, Pur. Adm. Assistant, 
Kaiser-Frazer Engine Div., Detroit 





CONOVER-MAST PURCHASING DIRECTORY GIVES YOU 
AS MUCH MANUFACTURING CIRCULATION AS THE 


NEXT TWO DIRECTORIES COMBINED TOTAL 


PURCHASING EE 


THOMAS’ 


DIRECTORY oi 


MacRAE'S 


E BOOK 
737 NORTH MICHIGAN AVENUE, CHICAGO 11, ILL ” 


MANUFACTURING CIRCULATION [RE 


CIRCULATION 
1,969 24,818 CCA 


20,165 ABC 


17,896 CCA 


auome[ | 








NIA 


Chapter activities 
of the National Industrial 
Advertisers Association 





Ny 


Institute subscribes $12,000 


27 companies subscribe to NIAA 
research institute as drive 


for funds gets under way 


® NEW YORK . . Some 27 companies 
have subscribed $12,000 to the new 
NIAA Industrial Advertising Re- 
search Institute. 

The sum was announced by Ben- 
nett S. Chapple, Jr., assistant execu- 
tive vice-president, U. S. Steel Co., 
chairman of the institute’s organiz- 
ing committee, at a meeting of Na- 
tional Industrial Advertisers Asso- 
ciation officials, including NIAA 
President John F. Apsey, Jr., Black 
& Decker Mfg. Co.; John F. Maddox, 
Fuller & Smith & Ross; and W. B. 
Montague, U. S. Steel Co. 

Names of subscribers were not 
announced but INDUSTRIAL MARKET- 
1NG learned that they include U. S. 


Steel Co., International Nickel Co., 
Standard Oil Co. (California), Qua- 
ker Rubber Co., Fuller & Smith & 
Ross and Kight Advertising. 

At a meeting of the NIAA board 
of directors at Baltimore, the board 
decided to develop a program for 
promoting the institute on the chap- 
ter level. Local chapters will han- 
dle solicitation of subscriptions in 
their areas. Meetings with chapter 
leaders for planning promotion and 
fund raising were scheduled for Jan. 
29 and 30 in Chicago and Cleveland. 

NIAA has set maximum and min- 
imum limits on subscriptions to the 
institute’s research. A schedule of 
subscriptions has been completed for 
each of three groups: advertisers, 
agencies and publishers. 

The minimum subscription on the 
schedule is $100 for an advertiser 
with an annual budget of $50,000 or 


news 


National headquarters * 1776 Broadway, New York 19, N. Y. 
John F. Apsey. Jr., president 
Blaine G. Wiley. executive secretary 


less. Maximum subscription is $2,- 
000, the sum which will be solicited 
from advertisers with budgets of 
more than $1,000,000. 

The subscription schedule for ad- 
vertising agencies is based on gross 
annual billings for industrial adver- 
tising handled by the agency. Bill- 
ings up to $350,000 call for an an- 
nual subscription of $100. Maximum 
subscription on gross billings over 
$7,500,000 is $2,000. 

Publishers’ schedules are based on 
net annual display advertising in- 
come, that is, gross annual advertis- 
ing income less agency commissions 
and cash discounts where earned 
per publication in the industrial, 
engineering and architectural fields. 
However, publishers may include 
subscriptions for publications serv- 
ing consumer or retail and farm dis- 
tribution fields if they wish to do so. 
Minimum subscription of $100 is 
based on net advertising income per 
publication up to $100,000. Maxi- 
mum subscription of $500 on the 
same basis is for over $1,000,000 net 
ad income. 

While no subscription schedule 
has been established for suppliers 
and vendors, such as printers, en- 
gravers, lithographers, advertising 
specialty manufacturers and others, 

ntinued on page 96 
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At Baltimore urd meeting of National 


Industrial Ac sers Association (from 
Glenn L 
Sproul, Burroughs Add 

M. B. Hanks, Gisholt 
Tunison, Foy Paint 


eft): Richard Darrow (seated), 


Tofte mers 
ing, Canadian Westinghouse; 
Norton Co.; and A. T. Wolcott, 


Electric Co 
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How industrial advertising 


paid off 


This is the eighth ina new series 


case histories collected by the committee 


Oo 


on advertising effectiveness of the NIAA 


By Don Allshouse 


® A UTILITY COMPANY, to which we 
have never sold modern equipment, 


was planning an extension on one 


of its plants. It had been impossible 
to get an interview with the key 
man, who simply said he intended 
to duplicate the initial installation 
and was too busy to talk about other 
types. 

About this time, an engineer in 
another plant of the same utility 
“as ad- 
vertised in a business paper.” This 
being the first sign of any interest 


wrote for a certain bulletin 


anywhere in the company, the bul- 





el - 


NIAA 


W Advertisers were helped by the 


new air mail postage rates of ten 
cents for each half ounce, adopted 
Feb. 1, 1927. The flat rate elimi- 
nated zoning of mail F. D 
Richards, vice-president, Campbell- 


au 


Ewald Co., Detroit, explained bene- 
fits of the new rate 
dress over WWJ, Detroit 
gain 10c 


pared to 1952's six cents.) 


radio ad- 
(This bar- 


com- 


ina 


rate was an ounce 
“Before the advent of the air mail, 


a campaign might require at least 
seven days for completed copy to 
reach more remote publications,” 
Mr. Richards said. “Today, we send 
an ad by air mail from Detroit to 
the Pacific Coast in only 26 hours 
Another advantage provided by the 
air mail is conservation of time fo1 


preparation of material.” 


Adve1 - 
was 


13- 


National Industrial 


convention 


® The 
tisers Association 


scheduled for Cleveland, June 


CAS 
yn ”” 


15 theme: Effective 
marketing to industry. W. S. Hays, 
National Slate Association, Phila- 


delphia, was chairman of the pro- 


Convention 


gram commiuttee 


membership of the Cin- 
of Industrial 
to admen 
in January, with 75 members ex- 
the meeting. 
18, 1926. 


8 Total 
cinnati Association 


Advertisers climbed 50 


pected by February 


The chapter began Dec 


® Charles J. Stark, president, Pen- 
ton Publishing Co., Cleveland, told 
members of Chicago’s Engineering 
that busi- 


ness papers would be read in 1927 


Advertisers Association 

“for they are just as necessary 
to modern business as food. Busi- 
ness papers keep business thinking 
and acting right, not only in behalf 
of the welfare of the particular in- 
dustry concerned, but from the na- 
tional viewpoint.” 


letin was delivered personally, even 
though this man’s name had never 
been mentioned in connection with 
the extension program. 

There was an opportunity to go 
over the bulletin with this man, to 
point out features of the equipment 
described. Midway in this discus- 
sion, he telephoned the key man on 
the extension program, told him he 
had run across something worth 
consideration, and arranged an ap- 
pointment for our representatives 
for exactly one hour later. 

With this entree, the key man 
granted a 30-minute interview 
which he extended to well over an 
An addendum to the speci- 
permitted quotations on 
our equipment to be considered. 
The order was closed a few months 
later. Eventual sales to this utility 
ran about $20,000 . . all because an 
advertisement inspired an engineer 
to write for a bulletin and this re- 
quest was properly followed. 

Since the war, we have published 
several performance reports, which 
demonstrate results being obtained 
by users. These usually include 
photographs, charts and a complete 
description of both the plant and 
our equipment. A consulting engi- 
neer’s request for data on a control 
system “similar to that seen in your 
Performance Report Bulletin 447” 
eventually led to export business 
totalling almost $100,000. 


hour. 
fications 


1p before his address at the In- 
1 of St. Louis, 

, vice-president, Cur- 
Ken Bayer, 
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DON’T MISS N.1I.A. A’s. 
"Fighting Fifties- 


War or Peace 
He} ig 4-44) 18 3 


CHICAGO 


June 29-July 2, 1952 


W 


@ The theme of this convention will be built 
around the role of industrial advertising and 
the impending economic crisis, either as a 
result of all-out war or all-out depression. 


@ Attending this conference will help 
industrial advertising men learn what they 
can do about it now. 


@ Interesting speakers, panel discussions, 
luncheons and entertainment are being 
planned. 


@ There will be the usual special programs 
for the ladies. 


@ There will be the usual advertising and 
award displays plus the usual presentation of 


Annual NIAA Awards 


@ There will be one “open” afternoon and 
evening for you to do as you like with 
suggestions for your consideration. 


Start The New Year Right — 
Mark Your Calendar for June 29 


June 29th is the day you'll want to be in Chicago for 


the. 30th Annual NIAA Conference which lasts through 
July 2. 

You, your associates, your superiors, your sales execu- 
tives will be exposed to a shirt-sleeve affair with speakers, 
panels and luncheons planned to help do a bigger and 
better job in the increasing challenge that faces industrial 
advertising in the “Fighting Fifties, War or Peace”. 

G. D. 


Crain, Jr., Publisher of Industrial Marketing, Conference 


The program will be tailor-made “to the times’. 


Program Chairman, is now surveying NIAA’s membership 
as to the type of program that would be most practically 
helpful. 

Mark your new 1952 calendar now. Plan to attend. 


Make your conference and hotel reservations early. 


NIAA’s 30th annual conference 


in the Palmer House in Chicago's Loop 





Research institute 





those wishing to subscribe may do 
so, basing their subscriptions on 
their respective sales volumes and 
in relation to the benefits they think 
vill accrue to the industrial adver- 
tising business by fostering research 

The institute plans to investigate 
all areas of industrial advertising as 
the need is determined by the board 
ot trustees The board of seven 
members will be elected by contrib- 
utors to the institute for three-year 
terms except during the first yea 
two and three-year terms 


when one 


will be used 


Plaque for distinguished ad 


service presented to Apsey 
John F. Apsey, Jr., 
president of the National Industrial 


@ BALTIMORE 


Advertisers Association and adver- 
tising manager of Black & Decker 
Mfg. Co 


distinguished service to 


was presented a plaque for 
industrial 
advertising at a dinner in his honor 
sponsored by national and local of- 
ficers of NIAA 

Brig. Gen. A. R. Ginsburgh, U. S 
Air Force, guest speaker, predicted 
that by the end of 1952 industrial 
bottlenecks will be broken. Herbert 
_ te Schuckle, Advertising 


was chairman of the dinnet 


Emery 


Corp., 


96 / Industria 





Br ist’s speech 
to Chicago industrial admen 


® CHICAGO Melchior Palyi, econ- 
omist who was commissioned by the 
Chicago Industrial Advertising As- 
sociation to study business condi- 
tions on a ten-week tour of Europe, 
will report his findings in an ad- 
dress Feb. 11 broadcast on a na- 
tional radio network 

The address, scheduled for broad- 
cast by the National Broadcasting 
Co. by tape recording at 4:30 p. m 
CST Feb. 16, is the first portion of 
a CIAA meeting ever to be broad- 
cast nationally 

Mr. Palyi’s report is for the bene- 
fit of industrial top management in 
planning sales and advertising strat- 
egy in the months ahead and in 
longer range planning. The report 
will be published later in booklet 
form and submitted by CIAA as its 
entry in the annual McGraw-Hill 
competition for the best project by 
a local chapter of the National In- 


dustrial Advertising Association 


jinner honoring NIAA Presi 
Apsey was Brig. Gen. A. R. 
USAF (left Others on hand 
Bennett Chapple, Jr 

re; NIAA 


iley; Mr 


Poll member preferences 
in NIAA conference topics 


. The National Indus- 


trial Advertisers Association is 


® CHICAGO 


sending out to members in the im- 
mediate future a questionnaire de- 
signed to get an expression as to 
the relative interest and importance 
of topics to be scheduled for the 
annual conference to held here June 
29-July 2. 

Members will be given an oppor- 
tunity to rate subjects preferred 
for discussion in the clinic sessions. 
At the sessions, which have proved 
to be extremely popular at recent 
conferences, specific problems are 
discussed by panel members and 
then are opened up for questions 
from the audience. 

The program committee is com- 
posed of G. D. Crain, Jr., publisher 
of INDUSTRIAL MARKETING and Ad- 
Age, chairman; William 
A. Marsteller, president, Marsteller, 
Gebhardt & Reed; H. H. Simmons, 
advertising manager, Crane Co.; 
Hal Burnett, Burnett & Logan, and 
Keith J. Evans, advertising and 
sales program manager, Jos. T. 
Ryerson & Son. Mr. Evans is the 
founder and first president of NIAA 

It is probable that some contro- 
versial subjects will be included in 


vertising 


the program, as the policy of the 


convention is to present both sides 
of any situations regarding which 
difference of 
members 


marked 
which 


there is a 
opinion, and in 
have shown interest. 





Heap Big Business Today 


The Indian had little need to improve his birch bark writing materials. 
But, you can’t stay stationary in the business stationery field today. It’s 
a big, competitive business. And, stationery must be sold. 

Today’s manufacturers of business stationery and supplies rely on the 
pages of Business Week to speed up the selling process. They've found 
it a most economical and productive medium in which to invest their 
advertising dollars. 

REASON: Business Week reaches a highly concentrated audience of 
Management-Men . . . executives who make or influence buying deci- 
sions. Business Week reaches the buyers with a minimum of waste cir- 
culation. 

RESULT: For the past 6 years, Business Week has carried more business 
stationery advertising than any other general business or news mag- 
azine. These advertisers have proved to their own satisfaction — 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 18, N.Y. 


These Advertisers of Stationery and 
Miscellaneous Paper Goods Use Business 
Week to Increase their Sales Volume 


Action Bag & Envelope Co., Inc. 


Brown Co. 

Brown, L. L., Paper Co. 

Central Paper Co. 

Chart-Pak, Inc 

Chicago Printed String Co. 

Columbia Ribbon and 
Carbon Mfg. Co 

Consolidated Water Power 
& Paper Co 

Container Corp. of America 

Dick, A. B., Co 
Mirmeograph Stencil Papers) 

Eastern Corp 

Eureka Specialty Printing Co 

Federal Business Products, Inc. 

Fenton Label Co. 

Fort Wayne Corrugated 
Paper Co, 

Fox River Paper Co 

Gaylord Container Corp, 

Glas-Kraft, Inc. 

Gilbert Paper Co. 

Hammermill Paper Co 


A McGRAW-HILL PUBLICATION 


Hinde & Dauch Paper Co. 

Horder’s, Inc 

Kimberly-Clark Corp. 

McLaurin-Jones Co. 

Mead Corp., The 

Mosinee Paper Mills Co 

National Blank Book Co 

Nekoosa-Edwards Paper Co. 

Parsons Paper Co 

Paterson Parchment Paper Co. 

Rhinelander Paper Co 

Scott Paper Co 

Simonds Adhesive Products Corp 

Standard Register Co. 

Strathmore Paper Co. 

Todd Co., Inc., The 

Varco, Inc 

U.S. Envelope Co. 

Warren, S. D., Co 

Watts, Alfred Allen, Co., Inc. 

Weber, David, Co 

West Point Mfg. Co. 
Wellington Sears Co.) 

Weston, Byron, Co 

Whiting-Plover Paper Co 





——mml@™@l@l THERE'S A TYPE FACE FOR EVERYBODY 


Gar amond « THE COMPETENT TYPE 


N 1 OF A SERIES Types shov 
vara it and Bold 


With outlook broad and ceiling unlimited, with head in 
the clouds and feet on solid earth, this type flies high in 
the esteem of all America. So competent, so compatible 
that it deservedly has retained its proud altitude through- 
out four centuries. Garamond is an everlasting favorite 
among the 250 fine foundry types by ATF, a face truly 
worthy of this most proficient of all type casting. It prints 
sharp and clean on every grade of paper. Is economically 
used on a non-distribution basis. There’s a type face for 
everybody, and Garamond is for you. Print foundry type! 


Branches in Principal Cris (GRRE) AMerican Type Founders 


200 Elmora Avenue, Elizabeth B, New Jerse) 





employe communications 


public relations 





-ompany paid its employes in $2 bills, virtually flooding 


by Robert Newcomb 


and Marg Sammons 


call attention locally to Butler's 50th anniversary and 


the community 


Super-planning, $2 pay-off 


pushes Butler’s anniversary 


® THE personnel of most companies, 
having staged an open house for 
employes, or the public, or both, 
generally throw their hands high in 
the air, shout “Hallelujah!” and tell 
each other how glad they are that 
it’s over. Butler Mfg. Co., Kansas 
City, Mo., completed five such festi- 
vals in 1951 to mark its 50th anni- 
versary, and is delighted with the 
whole thing. 

What makes the Butler 
house program different is the or- 
ganizational planning of the proj- 


open 


ects. It is no cinch to build a 
framework for a plant open house, 
and so small a thing as a faulty 
nail can bring the building down. 
So planning is not only important 

. it’s vital. 

Normally the administrative work 
in connection with open houses is 
handled . . in the smaller plants at 
least . . by the industrial relations 
department. If the company is size- 
able enough to have a public rela- 
tions or advertising department, 
these chip in and help. At Butler, 


Industry's relations with 
Employes/ Stockholders 
Distributors/ Suppliers 


Neighbors 





a 


the company set up a streamlined 
committee to handle the main de- 
tails of the five pow-wows, naturally 
with plenty of assistance at the 
various plant levels. 

The main committee was headed 
by John A. Morgan, who was 
boosted into the general manager- 
ship of the entire company at the 
age of 36, probably one of the 
youngest men in the country to hold 
such a spot in a major industrial 
firm. What is more, Mr. Morgan 
came up through advertising and 
sales promotion. Backstopping him 
on the central committee were Chris 
Stritzinger, advertising and 
promotion manager; John McLean, 


sales 


assistant sales promotion manager; 
Robert Richardson, departmental 
advertising manager; Marje Sween- 
editor of the “Butler Bee,” the 
employe publication. 


ey, 

Directed as it was by advertising 
people, the Kansas City open house 
which wound up the year’s pro- 
gram was suitably proclaimed in 
advance by a full page in the Kansas 
City Star, and smaller space in the 
weekly edition. 

The Kansas City program was 
scheduled for three days. It in- 
volved the public as well as the 
employes (Butler has 3,000 em- 
ployes in its five locations). The 
company manufactures a_ variety 
of products, including steel stock 
watering tanks . . the company’s or- 
iginal product steel grain bins, 
steel buildings, oil tanks and oil 
field equipment, dry cleaning equip- 
ment and such special products as 
aircraft refuelers 

Here's the way the program broke 
down, and it might be a good idea 
to make a written or mental note 
of the Butler procedure, in case 
your own company plans an open 
house sometime in the future: 
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On the first day (Thursday), the 
festivities were started off with a 
buffet 


educators and clergymen, with some 


plant tour and dinner for 
550 persons on the premises. As 
speaker, the president 
Nelson 


used an excellent community set- 


the dinner 


of the company, Oscar D 


ting to greet members of this special 
group, to make them feel welcome 
and to send them away with a bet- 
ter grasp of what contributions the 
company was making to the com- 
munity 

Mr. Nelson is well known to the 
people of the community he is 
a 42-year employe of Butler, and 
quite a few of the guests in the 
audience remember when he started 
with the company as an office boy 
When he talked about the old days, 
his listeners realized he knew what 
he was talking about 

For Friday the guest list had been 
built to include industrial, financial, 
civic and area leaders, friends of 
the company, and members of the 


More than 1,100 


persons put in an appearance. A 


press and radio 


company spokesman described it as 
a gathering of the community's 
who’s who. This group made a 
morning tour of the plant and gath- 
ered at noon for the buffet luncheon 
and the talk by President Nelson 
It was at this gathering that the 
president introduced his new gen- 
eral manager, Mr. Morgan, and de- 
scribed his duties in interesting, 
general detail 

One of the observations heard 
most often among the guests bore 
upon the surprising range of com- 
pany products. These people were 
longtime neighbors, don’t forget, of 
the Butler company, yet over the 
years they had not kept abreast of 
developments within the organiza- 
tion 

Maybe they weren't told; maybe 
they weren't curious enough to find 
out. It really didn't matter, just so 
long as the oversight was corrected 
The verbal vote of the guests was 
loud and _ favorable everyone 
enjoyed himself, found the displays 
interesting and useful, and went 
away feeling that he had not only 
had a pleasant time but had learned 
something in the bargain 

Saturday, the third day, was given 
over entirely to employes. They 


were taken care of in two groups 


98/1: justrial Marketing 


Man of the Month . . i: 


MA 


Steel industry editor avoids 


brass; edits ‘for employes only’ 


® THERE IS a decaying fiction in in- 
dustry that the hard jobs must fall 
to men. In the challenging field 
of communication with employes, 
women have been regarded as peo- 
ple who should sit in the reserved 
seats, far from the scene of con- 
flict, and hide their eyes in hand- 
kerchiefs whenever a working man 
cussed out loud. 

The Ingersoll Divisions of Borg- 
Warner are concerned essentially 
with steel, and their communica- 
tions devices which are salty and 


easy to read . . are carpentered by 


a slim young woman named Joanna 


one in the morning and the other 
The 3,000 people 
employes and _ their 


shortly after noon 
who came 
families and invited guests 
matched the number of employes 
in the entire company. The com- 
pany wisely set apart this day for 
employes, figuring that if outside 
customers and _ local 


groups of 


opinion-molders were particularly 
numerous, employes and wives and 
especially their children might get 
unintentionally into the 


Butler didn't 
happen, and it didn't 


shunted 
background want 
that to 

Probably the 


riormance 


greatest greeting 


pe turned in in 1951 was 


recorded by the Butler 
Mr. Nelson. After the 3,000 guests 


president, 


Metcalf who, as recently as eight 
years ago, was studying journalism 
at Ohio State University. Today 
she runs, with her sleeves rolled up, 
the employe publication that reaches 
four company divisions in five 
plants. It’s called the “Ingersoll 
News.” 

Her working day is a man’s sized 
shift, with overtime. She spends 
much of her time in plants, listening 
a lot. She thinks employe publica- 
tions are for employes, and edits 
them on that basis. She takes most 
of the pictures for her magazine 
and for other plant needs pub- 
licity, special events, etc. 
She works closely with associate 
editors in the five plants and with 
the plant reporters who, she feels, 
deserve a lot of recognition. Her 


safety, 


philosophy is to avoid the brass 
concentrate on the employes, and 
she does it with the brass’s blessing. 

To let the employe know what’s 
going on that is point number 
one. To that end she is currently 
running a series on plant expansion 
and construction, and a series on 
other Borg-Warner divisions. On 
the side she produces special book- 
lets, articles, charts, some news re- 
leases and management newsletters. 

She enjoys a topside contact and 
a topside confidence. Some com- 
municators have one, but few in- 
deed have both. In an industry 
noted for straight talk, for being a 
man’s business, a young woman ap- 
pears to be adding up. 


on Saturday had covered the plant, 
they filed past his office where he 
greeted each one with a handshake. 
Considering the fact that he had 
matched palms a couple of thou- 
sand times in the preceding 48 
hours, it took on the stature of a 
feat. Following these greetings, the 
employe group likewise adjourned 
for the luncheon, and here again 
the company president had the op- 
portunity to tell his listeners about 
the company, its products, its ac- 
complishments and ambitions, and 
to thank this army of employes for 
its loyal and devoted spirit of co- 
operation. 

As a promotional effort to high- 
light the open house to the public, 





What Radio-Electronic Engineers 
come to see — 


Audience at Technical Papers Session 
& 
The Radio Engineering Show — 


held each March in Grand Central Palace, New York City, 
attracts thousands of radio engineers from all parts of the 
world. In March 1951, the EAAB audited attendance was 
22,814, of which 7,416 were IRE Members. Nearly one-third 
of the total membership attended this annual Convention 
and Exhibition. They came to hear technical papers on every 
phase of electronics and communications; for truly IRE is an 
Institute of Related Electronics. They came to see 277 exhibitors 
use 369 units totalling 45,672 square feet of exhibit space 
to show products. 
A 


The Show proves engineers are buyers — 
because only definite results in sales would support so 
tremendous a market-place. Year-after-year, both the Radio 
Engineering Show and its audience has grown, until today 
this event is the “big date” of an entire industry — toward 
which the time-table of production and research points new 
models and product advances. 

All types of interests are served. The exhibits include 
an Audio Center, a Nucleonic Center, practically a floor of 
Instrument and Test and Measurement Equipment Exhibits, 
and every component known to radio. Large scale apparatus 
exhibited includes color television transmitters, cameras and 
studio equipment, all kinds of communication equipment, 
computors, and even electronic manufacturing machinery. 

The Show brings manufacturer and engineer together to 
the profit of both. Admissions are strictly limited, and the 
registration is carefully analyzed. Here the exhibitor meets 
the IRE audience face-to-face and finds that engineers con- 
trol buying in this industry. 


Main I rf 


‘A balanced promotion package — 

is thus provided to industry by the marketing services of 
the IRE. “Proceedings of the I.R.E” gives product promotion, 
helping the manufacturer sell the radio industry by telling 
the radio engineer. The IRE DIRECTORY delivers product 
reference, insuring that the men who “write the specs” can 
easily find full data on your product when they need it. The 
Radio Engineering Show completes the package with product 
presentation. All three services can be purchased as a program, 
putting strength, stability and economy into your campaign. 


Complete 


Registratior 
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Butler had made its regular Friday 
payroll in $2 bills. (The denomina- 
tion was chosen because it is little 
used, and would cause more interest 
and comment than if single dollars, 
for example, were selected.) 

This idea of distributing a pay- 
roll in an unusual fashion isn’t new, 
but it has always seemed to make 
a fairly substantial dent in the com- 
munity consciousness. Some com- 
panies have met payrolls in silver 
dollars, and the thunder of the coins 
cascading down upon counters at 
grocery stores, banks, meat markets 
and the local taverns has been deaf- 
ening and impressive. In Butler's 
case, the decision to issue a payroll 
in a special form was decided by 
employes, who thought it was a lot 
of fun. The move put some 35,000 
bills into circulation, and to each 
bill a 


that it had originated at Butle: 


notice was clipped stating 


The circulating of this large num- 
ber of bills through the hands of 
people in Kansas City was a graphic 
illustration of the widespread char- 
Within 


the payroll had 


acter of the Butler payroll 
three days after 
been issued, Butler people report, 
a $2 bill showed up in the Kansas 
City Tuberculosis Society for 
Christmas seals in a church in 
Wellsville, Kas., and in a bank in 
Minneapolis. The same method of 
meeting a payroll was used in the 
four other plants where commemo- 
rative open houses were held 

Five open houses in one year con- 
stitute a large bite for any company, 
even if they are held in five differ- 
with 
planning, plenty of time in which 


ent locations But, prope! 
to operate, and a skilled crew of 
administrators who know how to 
get a ball rolling and keep it under 
way, it isn’t too tough 


Editors forecast 





backlog, because most of the indus- 
try manufactures for the construc- 
tion industry At no time since 
1948 has whiteware been able to re- 
duce its backlogs nor produce 
enough to maintain its end of con- 


struction 


Chemicals 


Chemical & Engineering News 


® BOOM WITH A CAPITAL ‘B’ The 
chemical and process industries will 
up capital expenditure for new 
plants and processes to about $5 bil- 
lion or more in 1952. Certificates of 
necessity for chemicals total close to 
the billion dollar mark, with indica- 
tions that certificates issued in 1952 
And with 


new production facilities operating, 


will be in excess of 1951 


1952 chemicals sales will show fur- 
ther increases, probably 10 ol 
more 

Quite a few chemicals are in short 
Sulfur 


while 


supply and will continue so 
is particularly acute, and 
recovery are being 
adopted, little likelihood 


that the sulfur shortage will ease 


processes for 


there is 


until late ‘52. Since sulfur is one 


100 /': justr 


of the very basic raw materials, a 
shortage means curtailment in a 
number of fields, particularly fertil- 
izers. 

This year promises to be one of 
the most spectacular in the history 
of chemical and process industries 
Not even the growth curve of World 
War II will approximate the build- 
up in production capacity or total 
output of products expected in 1952 


Chemical Engineering 
Chemical Week 
a i Kirkpatr k 
® SALES WAY uP .. The start of 
1952 has caught the chemical proc- 
ess industries with their sales up 
Estimated 1951 production volume is 
$47.5 billion, up from $40 billion in 
1950, largest of any industry group 
Sales volume will continue upwards, 
but the exact rate of change will be 
primarily dependent on armament 
requirements 

The massive expansion program 
is underway, and sales will increase 
as the product from these new facil- 
The big ‘if’ 


can sufficient structural 


ities becomes available 
involved 
steel and other relatively rare ma- 
terials of construction, nickel (for 
stainless steel) and copper, be ob- 
tained? The program has already 
been hampered by lack of these ma- 


terials. But the many DPA issued 


certificates of necessity at least 
serve notice of the industry’s intent 


to continue to expand 


Coal 


Coal Age 


ziven 


® PRODUCTION PRICES . . Bituminous 
and anthracite production in 1952 
should reach 610,000,000 tons, com- 
pared to 585,000,000 in 1951. This 
is based on increased energy de- 
mand for normal purposes and for 
the defense program as now set up. 
Full-scale war would increase de- 
mand for coal substantially, but 
would confront the industry with no 
difficulties man- 


particular since 


power, equipment and _ productive 
capacity are sufficient. 

Major price changes will occur 
only if there is an increase in wages, 
though rising demand and increas- 
ing costs in other directions are re- 
sulting in firming up to ceilings. 
Capital expenditures should exceed 
$200,000,000 in 1952 and expendi- 
tures for operating materials and 
supplies should reach $400,000,000. 


Mechanization 

® ONE BILLION TONS? A billion 
tons of coal a year is a mighty aval- 
anche and our people are thorough- 
ly optimistic about coal’s future. 
This much, about twice the present 
rate, will be required by our nation 
before the end of the century, per- 
haps, if the cold war continues, by 
1975. 

New plants, underground and sur- 
face, plus replacement and equip- 
ment, should run more than $1 bil- 
lion this year. Our industry has 
been moving with greater alacrity 
during recent years, having come 
out during the last three years with 
a revolutionary method known as 
We do not ex- 
we do ex- 


continuous mining. 
pect major expansion 
pect continuous expansion. In 1952, 
we expect 570,000,000 tons of coal 
produced 


Electrical, electronics 
Electrical World 


® EXPANSION PLANS .. In 1952, elec- 
tric utilities including governmen- 





about CHEMICAL ENGINEERING 


SERVING INDUSTRY’S BIGGEST CONSUMER 
OF STEAM, FUELS AND POWER 


“AS INDUSTRY’S BIGGEST CONSUMER OF STEAM, FUELS 
AND POWER, THE CHEMICAL PROCESS INDUSTRIES ARE AN 


IMPORTANT MARKET FoR PRODUCTS of COMBUSTION 
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tal projects plan to spend $4 billion, 
and add about 10,000,000 kilowatts 
of new power stations to provide 
for manufacturers’ military produc- 
tion and use in electrical appliances 
and equipment for homes, farms and 
stores. The industry is straining 
against a bottleneck of materials 

steel, copper, nickel, scarce alloys, 
et Should adequate supplies be 
denied the industry, power short- 
ages could develop in certain areas 
companies’ 


Last year, electric 


taxes rose 19° Taxes, plus higher 
fuel and labor costs, are being par- 
tially offset by installation of more 
efficient equipment and more eco- 
nomical operating practices So, 
price of electricity for the home will 
remain 26°, below its cost in 1940 
compared with a 70° increase in 
the consumer price index 

The program now outlined for the 
next three years calls for increas- 
ing electric power by 50°), which 


should be 


and defense mobilization needs 


adequate for all civilian 


Electronics 


® ELECTRONICS started as an art, 
then became an industry as well 
On both counts, its boundaries are 
still expanding. Business prospects 
ire good for this year, but again, 
there may be some inequities due 
to the half war-half peace economy 

A substantial increase in govern- 
ment orders for electronic equip- 
ment, as distinguished from devel- 
opment contracts, is promised dur- 
ing the year. There is evidence that 
this increase will apply to both large 
units such as virtually handmade 
ground based radar and small units 
made in large quantity 

The predicted increase in military 
orders will further tighten the ma- 
terials situation for manufacturers 


While the field 


upon certain critical 


of civilian goods 
is dependent 
materials to a much greater extent 
than are makers of less scientific 
television 


apparatus, production, 


even at an optimistic 5,500,000 sets 
for 1952, 


diminishing percentage of the total 


would require a rapidly 
tonnage for the industry. In the in- 
terest of maintaining live produc- 
tion facilities, it is conceivable that 


materials restrictions will be re- 


laxed where military production, or 


108 / Indu are 


the lack of it, causes short-term 


shutdowns 


Power 


® ELECTRICITY, FUEL . . On the aver- 


age, America’s. central stations 
ended 1951 with a margin of gen- 
erating capacity only 8°; above peak 
load. The colossal construction pro- 
gram of the electrical industry 
would have insured adequate re- 


Not- 


shortages, how- 


serves this year and in 1953. 
ably curtailed by 
ever, actual new capacity in 1952 
may fall short of plans by as much 
as 4,000,000 kilowatts. Thus, na- 
tional capacity margin might be cut 
as low as 3° from the 12° pre- 
dicted a few months back, and 1953 
to 5° from the expected 16% 

This winter’s oil outlook is tight, 
particularly for residuals from 
which come boiler fuels, although 
the general oil situation should ease 
off after the first quarter of 1952. 
While there is little visible move to 
encourage oil-to-coal conversions, 
the government is now giving pref- 
erence to coal in its installations. 
For coal, America’s basic fuel, the 
Mine 


output is running ahead of 1950 and 


picture is somewhat brighter 


could be expanded substantially. 
But deliveries are limited by rail- 
roads’ capacity to haul; there may 


be a severe car shortage 


Export 


McGraw-Hill Digest 


® DOLLAR PICTURE An unwelcome 
visitor is once again with us in the 
the old dollar 


gap. But despite its reappearance, 


foreign-trade field 


our foreign trade promises to stay 
at a high level for at least another 
year and probably for a few years 
more 

When all the figures are in, ex- 
ports during 1951 should total up 
to nearly $14% billion and imports 
over $11 billion 
exports and imports should be just 
as high, particularly if the British 


For this year, both 


and French dollar losses are at- 
tacked vigorously by internal action 
or outside aid. 

A strong market for U. S. exports 
is underwritten by the $7.3 billion 
carries 


foreign-aid program that 


through to the middle of the year. 
Another factor that may well in- 
fluence our foreign trade, particu- 
larly imports, is the raw-materials 
situation. 


American Exporter 
American Exporter Industrial 
Robert H. Johnston, publisher 


.. The outlook is 
clearly one of increased sales and 
shipments. U. S. export business 
should be about 15°7 ahead of 1951. 
Our tabulation of sales outlook from 
several hundred leading U. S. man- 
ufacturers prophesied: 

Of construction and road machin- 


@ EXPORT UP 15° 


ery companies plus makers of ma- 
terials handling equipment, 66° ex- 
pect 1952 exports to be up. Sixty- 
four percent of machine tool and 
specialized equipment manufactur- 
ers expect more business this year. 
Increases in general are about 10 
to 20°7, with most companies listing 
South America as their best market, 
Europe as next best. 


Textiles Panamericanos 


®@ PESSIMISM SPELLS GOOD YEAR 

If there is any clear chart of the 
future in export sales, it may be 
read in the grousing of export men. 
During my 30 years in the field, I 
can not remember one during which 
men were not despondent 
about 


export 
and complaining 
Nevertheless, our export 
has grown enormously during all 
that time and continues to grow. 
Many textile machinery exporters 
were sure that the end of 1950 
would see the virtual end of their 
business. Yet, 1951 figures for the 
first six months have beaten last 
year’s, substantially, in almost every 
classification of machinery — ship- 
ments compiled by the U. S. De- 
To judge 


business. 
business 


partment of Commerce. 
by the pessimism prevailing today, 
1952 should be an excellent year for 
textile machinery export sales, bar- 
ring any extraordinary crisis. 


Farming 


Implement & Tractor 


® FARM EQUIPMENT . . Sales of farm 
equipment this year will depend al- 
most entirely upon supply the in- 





The MiG can now see in the dark 


This shark-jawed, Cyrano-nosed MiG-15 appeared 
on the cover of the January issue of Aviation Age. 
This exclusive photograph establishes as fact what 
has till now been only a guess ... and a fear. The 
same Russian jet that drove American bombers out 
of the Korean skies by day has been equipped with 
a radar nose. The MiG can now see in the dark. 

Photographs such as this, and the informative 
articles that go with them, have helped make 
Aviation Age the leading technical magazine in its 
field. Its articles and photographs are looked to by 
all the news services... by news magazines like 
Time, Newsweek and Quick ...by leading news- 
papers from The New York Times to the Los Angeles 
Times, the Miami Herald to the Portland Oregonian 

. by major radio and TV network newscasters. 
y Age is the most quoted magazine in its 
field ... with good reason. 

For Aviation Age speaks with authority. Its 
facts are double and triple checked. When its in- 
formation is probable, Aviation Age uses the word. 
This infinite capacity for taking pains inspires 
confidence. Readers know they can depend on 


riation 


Aviation Age for accuracy. They know they can 
depend on Aviation Age for news of the latest tech- 
nical developments in aviation. They know they can 
rely on it as the authoritative spokesman of the 
industry it serves. 

The readers of Aviation Age are men who know 
and value careful editing and accuracy detail. 
They are the top men in their field—chief engineers, 
plant superintendents, purchasing agents, designers, 
flight supervisors, men high in the military air 
command. They form a concentration of buying 
power that the advertiser will be unwise to ignore. 


Aviation’s Technical Magazine 


A = Age 


viation Age 


A CONOVER-MAST PUBLICATION 
205 East 42nd Street, 
New York 17, N. Y. 





dustry can produce. Farmers’ re- 
quirements are placed at 115% of 
1949's volume, if the nation’s food 
and fiber goals are to be reached 
But CMP steel allocations for the 
first quarter are only about 76% of 
the amount needed to maintain 1949 
rate. Retail inventories are but lit- 
tle, if any greater, now, and are thus 
more out of balance 

The year starts with a large back- 
log of orders, especially for major 
large tractors, 
These 


units are also necessary for the re- 


types of equipment 
combines, harvesters, ete. 
placement of manpower, now leav- 
ing the farms at a rate of 500,000 a 
Market 


increase with any ex- 


year potentials are ex- 
pected to 
panded military action, Korea or 
elsewhere. Farmers’ cash income, 
estimated at $30 billion for 1951, 
provides adequate farm equipment 


purchasing power in 1952. 


Food 

Food Engineering 

® CONSUMPTION GOING UP . . Up is 

the only direction the output of the 

$33 billion food manufacturing and 

processing industry can very well 

go. Some of the reasons: 
There will be 2,000,000 

mouths to feed; military food re- 


more 


quirements will go up with size of 
armed forces: pecvle will eat more 


as supply of durable consumer 
goods decreases; stocks of manu- 
factured foods declined last year 
And the U.S. Dept. of Agriculture 
wants 4° more output this year 


over 1951's record high 


Sugar 


® SALES OUTLOOK Sugar equip- 
ment demand and production will 
be considerably better than may be 
expected by the less optimistic in 
this industry. This assumes no ma- 
jor world war, and is based on the 
following: (1) large world demand 


(2) unlikelihood of 


defense pro- 
gram to go as fast as projected, 
therefore greater availability — of 
manufacturing materials than now 
foreseen, (3) steady expansion of 
raw material supplies, (4) excep- 
tional importance of sugar as basic 
food Some $27,300,000 will be 


spent for equipment in the U.S 
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Gas 


Butane-Propane News 


® LIQUEFIED PETROLEUM GAS . . In 
spite of existing and expected gov- 
ernment controls, this industry 
should expand substantially in 1952. 
Sales increases may be expected in 


the following percentages: 


1rDuretion nversions A 

Natural gasoline plants and re- 
fineries expect to be able to pro- 
duce at least 15% more fuel in 
1952 than was available in 1951. 
Increased storage facilities will give 
the industry a reserve to supply the 
expected 20% 
increase 


difference between 
increase in sales and 15% 


in production. 


Gas 
idk 

® NATURAL GAs . . The gas industry 
is in a familiar position; demand 
continues to outrun ability to sup- 
ply. Thus, expansion limits will 
probably be set by physical fact of 
whether the industry has the right 


materials in the right places at the 
right times. 

Large diameter pipe sizes, in short 
supply, have not been the industry's 
prime worry. Building of big car- 
riers has moved ahead and pipeline 
companies hold Federal Power 
Commission certificates for further 
building this year. Smaller diam- 
eter pipe sizes have been hard to 
get and utilities have turned to plas- 
tic tubing in a big way. Demand 
for natural gas for househeating is 
still unsatisfied. 


Hardware 


Hardware Age 


William A. Phair, editor 


® RETAIL SALES . . Despite prospects 
of tightness in some metal items, 
greater selling efforts on more plen- 
tiful lines is expected to maintain 
retail hardware sales at close to the 
$3 billion total set in 1951. 

Some merchandise shortages are 
likely to be felt the first half of the 
year, but carryover of manufactur- 
ers’ stock, wholesalers’ stocks and 
retail inventories will probably tend 
to minimize effect of reduced pro- 
duction for some time. Inventories 
are generally at a more practical 














Who's going to sell the third market? 


There are two markets that salesmen have long 


exploited in their efforts to increase volume: 


Present customers 


i 
2. Companies served by competitors 


In fact, the emphasis on traditional ways of 
getting business by sales to present customers or 
by taking business away from competitors may 
make us overlook the fact that a tremendous 


third market is developing right under our noses. 


In the next ten years there will be millions of 
dollars of new business to be done... business 
which just didn’t exist before. This is the 
important third market that is not now being 


sold by anyone. 





It is a market that, by 1960, will be composed 
of 18,000,000 new people . . . 5,100,000 new fami- 
lies. To serve these millions, there will be thou- 
sands of new plants come into existence, filled 
with new equipment, chewing up countless tons 
of materials and supplies. And most important 
of all, this new industrial giant will be managed 
largely by men who are not now wedded to any 


supplier—either you or your competitors. 





Who will sell this third market? Which com- 
panies will dominate the expanded economy of 
the next decade? 

The markets of 1960 will belong to the com- 
panies that start planning for them and working 
toward them now. And these companies which 
outstrip competition will have had the benefit of 


a continuing long range advertising program. 


It will be consistent advertising which recognizes 
both immediate problems and the big job ahead. 
It will be advertising treated as a capital invest- 


ment and geared to basic company planning. 


That kind of program year after year establishes 
a company firmly in its field... and in the 
minds of the men who will be doing the buying 


two, five and ten years from now. 


™ PENTON faunin? 


PENTON BUILDING e CLEVELAND 13, OHIO 
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level than they were a year ago so 
that retailers enter the new year in 
a better financial position than a 
year ago 

Added emphasis being placed by 
dealers on handling of national 
brand merchandise is going to re- 
quire some intensive planning by 
manufacturers in developing mer- 
chandising techniques to protect 
their product's competitive position 
This is especially true with point of 
purchase displays. Possibilities of 
wider use of self-service is receiv- 


ing considerable study 
Industrial Safety 


Occupational Hazards 


® ADDED WORKERS ADD TO SALES 

Since purchases of safety equipment 
are tied directly to industrial pro- 
duction, sales should continue high 
in 1952. With thousands of new 
workers going into factories, and 
large numbers of women and handi- 
capped men making up a big part of 
this new employment, industrial 
safety and health directors have a 
big protecting job to do. Because 
hiring of workers, especially skilled 
labor in some areas, is highly com- 
factors will get 


petitive, comfort 


more thought than in past few years 


Institutions 


Hospital Management 


Never 
before have the hospitals of this 


@ UNPRECEDENTED ACTIVITY . . 


country taken care of so many pa- 
tients and never before have they 
cared for them so well. Every sec- 
ond and a half, day and night, a new 
patient is admitted. Every 11 sec- 
onds a live baby is born. And so 
skilled is the care with which they 
are treated that the average length 
of stay in the hospital gets shorter 
and shorter, the percentage of cures 
goes up and up. All this is being 
reflected in the increasing millions 
who attain the upper age brackets 
What does all this unprecedented 
activity mean when it is interpreted 
from the point of view of building 
space, food bought, prepared and 
consumed, heating facilities, main- 
tenance, laundries, linens, replace- 
ments, and a myriad of tools rang- 
ing all the way from dishwashers to 
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the delicate expensive instruments 
which help the physicians to diag- 
nose ailments accurately and _ to 
manage them most expertly? 
Obviously where things are mov- 
ing at such an accelerated pace, the 
producers too must step up their 
They 


and, judging from cur- 


means of production have, 
and are 
rent patterns, they will continue to 
do so. There have been some re- 
strictions, it is true, but health is 


There 


must be no major prohibitions to its 


in the first line of defense 


progress. There are none. Indeed, 
modern war being what it is, in cer- 
tain areas the means of caring for 
millions of sick and injured are be- 
ing enhanced 

Hospitals, the workshops of the 
doctors, find themselves an expand- 
ing market because health is the 
one ingredient of life beyond price 


Institutions Magazine 


.. The na- 
particularly 


@ MASS HOUSING, FEEDING 
tion’s institutions 
restaurants, hotels and hospitals 

will be expected to furnish mass- 
housing and mass-feeding services 
in excess of last year’s demands. It 
is recognized that maintenance of 
volume operation will have to occur 
despite the prospect of (1) a shal- 
lower labor pool from which to ob- 
tain replacements or new employes, 
(2) further 


inflationary wage and 


price revenue, (3) 


some difficulties in ready procure- 


pressures on 


ment of all needed materials, sup- 
plies and equipment. There is con- 
siderable increase in waiting time 
between placement of an order and 
delivery of merchandise by the 
manufacturers of common denomi- 
nator products ranging from carpet- 
ing to commercial cooking equip- 


ment 


Manufacturing Industries 


Southern Power & Industry 
® GOING UP, DOWN souUTH . . Today’s 
high rate of industrial activity in the 
South and Southwest is not likely to 
decrease, even if prospects for peace 
should improve. And, intensification 
of military activity would push de- 
mands greatly above the present 
level 

So much of the South’s industrial 


chemicals, 
. that 
Neces- 


production is basic 
lumber, fuels, metals, textiles . 
production must continue. 
sary materials for expansion and 
improvement will be made avail- 
able. The South’s electric power is 
also important and both utility and 
industrial plants will be installing a 
great many large generating units 
scheduled for 1952 delivery. 

Manpower is adequate, but mo- 
rale is low. Some means must be 
found to increase workers’ effort if 
we face a real war emergency. 


Western Industry 


® THINGS STAY BIG OUT WEST .. Ful- 
filling of nearly $5 billion in military 
prime contracts awarded in fiscal 
1951 will be the most important fac- 
tor in the over-all industrial econ- 
omy of the 11 
1952. 


New plant facilities required for 


western states in 


these contracts, as shown by certif- 
icates of necessity permitting accel- 
erated depreciation granted up to 
Dec. 1, 1951, total around $1 billion. 
Top industries rank as _ follows: 
steel, $207,000,000, petroleum, $107,- 
000,000; aluminum, $96,000,000; min- 
ing, $69,000,000; pulp and_ paper, 
$47,000,000. Aircraft and aircraft 
parts rank $48,000,000 and $36,000,- 
000 respectively, but as the govern- 
ment has withheld, for security rea- 
sons, some of the figures for certifi- 
cates of necessity, these two items 
are likely to be revealed eventually 


as considerably higher 


Marine 


Marine Engineering & Shipping Review 


A total of 513 
merchant vessels 1,958,644 dead- 
weight tons, 1,441,727 shaft horse- 
powel are now under construc- 
tion in American shipyards. This is 
more than three times the tonnage 
under construction 16 months ago, 
and more than twice the tonnage 
building on Jan. 1, 1951. Outlook 
for merchant shipbuilding in 1952 


@ SHIPBUILDING 


indicates further expansion as proj- 
ects now under consideration devel- 
op into contracts. 

The Navy’s $2.3 billion shipbuild- 
ing and modernization program au- 
thorized during the last session of 
Congress calls for construction of 





TYPE TALKS BY LINOTYPE 


TIM 


Across the wide Atlantic... 


Times Roman was originally designed 
for The Times of London. The new text 
face proved so popular with readers of 
this distinguished newspaper that de- 
signers and publishers of books and 
periodicals began to notice the extreme 
legibility and space economy offered by 
Times Roman. Late in 1941, several 
fonts of Linotype Times Roman mat- 
rices were flown to this country in a 
bomber for the Crowell-Collier Publish- 
ing Company, publishers of Collier's. 





Some types make a hit right away! 











New worlds are conquered! 
After the new Linotype face appeared 
in Collier’s in December of 1941, it nat- 
urally aroused interest, and several 
American newspapers adopted it. But 
Times Roman didn’t stop there. It soon 
became one of the most popular faces 
for advertisements, catalogs, brochures 
and the like, and it has established itself 
as one of the most useful contemporary 
type faces for promotional printing. 


Why is it so popular? 

Take a look at the lower-case 5’s in the 
illustration. You needn't be an expert to 
see what is meant by the “masculine 
simplicity” of Linotype Times Roman. 


The first thing you notice is the change 
that has been made in the serifs. The 
usual foot serif is eliminated, and the 
top serif has been streamlined. The 
thin lines (hairlines) of the letters are 


Text set in 9-point Times 


ES ROMAN 


The basic design ob- 
jective of Times Roman 
is maximum legibility 
with minimum waste of 
space, as shown in this 
lower-case letter. Com- 
pare it with Garamond 


and Bodoni 





heavier. And the weight of the curves 
is concentrated at the top right and bot- 
tom left of the letter. With other type 
faces, it is in these hairlines and curves 
that the eye-action usually slows down. 
This isn’t the case with Times Roman; 
the letters are easier to recognize, and 
the eye moves along with less effort. 


One of the biggest advantages of Lino- 
type Times Roman is that it offers the 
eye equivalent of a larger size, some- 
times several points. That’s because the 
“x” height of the lower-case letters (the 
actual height of the a, c, e, etc.) is 
greater. For example, look at the speci- 
mens shown below: 


Times Roman in 9-point size 


abcdefghijklmnopqrstuvwxyz 


This is 10-point Bodoni Book 


abcdefghijklmnopqrstuvwxyz 


This is 1 ]-point Caslon Old Face 


abcedefghijklmnopqrstuywxyz 


This larger appearance per point size 
means easier reading., And because 
Times Roman is a close-fitting, slightly 
condensed face, your space goes fur- 
ther. Boiled down to benefits, this means 
you can pack a lot of copy into a little 
space and still make it legible. 


Printers’ dream... 

The very reasons Linotype Times Ro- 
man is so easy to read make it easy to 
print, too. The main stems and curves 
of the letters carry more ink, yet there’s 
plenty of contrast between the thicks 
and thins. The junctions of the strokes 
and the serifs are simpler, and therefore 
less likely to cause trouble in printing. 


2 point leaded 


So select your favorite stock, antique, 
coated or what have you. Print by let- 
terpress, offset or gravure. You'll get 
splendid results every time with Times 
Roman and you'll get the economy of 
Linotype composition as well. 


Full range of sizes... 


Linotype Times Roman is available in 
sizes from 512 to 14 point, in combina- 
tion with /talic and SMALL CAPs, and in 
the same sizes with Times Roman Bold. 


We have a handy specimen book that 
shows you how it looks in any of. these 
sizes. Just mail the coupon below for 
your free copy! Mergenthaler Linotype 
Company, 29 Ryerson Street, Brooklyn 
5, New York. 


Dept. T-1 

Mergenthaler Linotype Company 
29 Ryerson Street 

Brooklyn 5, New York 


Please send me a free copy of the 
Times Roman Specimen Book. 
Name 

litle 


Company 


Address 
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173 new ships, and modernization o1 
conversion of 291 existing craft. This 
program is likely to be doubled this 
year. Combined 
viously started, more than 800 ves- 


with work pre- 


sels are now being built under Navy 
contract. Of these, 590 small vessels 
are being built for the Army and 
Air Force under Navy supervision 
This huge naval shipbuilding pro- 
gram, plus tripling of commercial 
shipbuilding, has furnished work for 
most shipyards, large and small, in 


this country. 


Materials Handling 


Modern Materials Handling 


@ '52 SALES SHOULD BREAK RECORDS . . 
Last year’s sales of materials han- 
dling equipment, according to Dept 
of Commerce estimates, will total 
$1.1 billion 
1952 show 
$1.5 billion 


provement over any previous year 


Further estimates for 
sales of approximately 
expansion and im- 


There will be shortages. But in- 
dications from the National Produc- 
tion Authority, backed by 1951 ex- 
perience, point to reasonably favor- 
able allotments 

About 30° of the manufacturers 
in this field are in areas where 
skilled manpower is, or may be- 
come, extremely critical. No new 
designs or developments are ex- 
pected, other than improvements in 
existing models, or methods of man- 


ufacture 


Packaging 
Boxboard Containers 
This 


should be a good year for paper box 


® PAPER, BOARD CONTAINERS 
makers. Our industry has a high 
relative stability, fluctuates only 
with general business conditions 

Paperboard, basic material of all 
boxboard containers, is expected to 
be in adequate supply. New capac- 
ity will come into production and 
short of all-out war, there will be 
supplies to meet all civilian and 
military needs. Production, to be 
valued at about $114 billion, is ex- 
pected to total more than 11 million 
tons 

Fibre box makers (shipping con- 
will put more production 
This additional busi- 


tainers) 
into defense 
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National Office Furniture As- 
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National Association of Ho- 
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siery Industry Conference, 
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. 4th International Lighting Ex- 


position & Conference, Cleve- 
land Auditorium, Cleveland. 
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ite, Haddon Hall 


American Society for Quality 
Control, Onondaga County 
War Memorial, Syracuse 
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A Monument 
to TEAMWORK 


Monsanto Chemical Company’s new styrene 
plant at Texas City is a striking example of 
team achievement. Yet these huge purifica- 
tion towers are only a part of the complete 
plant, which professional chemists and chem- 
ical engineers in research, development, de- 
sign, production and management all played 
an essential part in creating... in specify- 
ing and buying the equipment, materials and 
chemicals that result in the final product. 





Regardless of their titles—be they officials, 
works executives, supervisors, engineers, re- 
search directors, chemists or consultants— 
these men find more of the workmaterial 
they need in INDUSTRIAL AND ENGI.- 
NEERING CHEMISTRY, because only 
I&EC has the quality and quantity of the 
workmaterial upon which the Chemical and 
Process Industries are built. That’s why... 


I&EC’s Professional Audience is 
the Greatest Concentration of Buying Power 
in the Chemical and Process Industries. 











“DINN 
ANG 
The Workmagazine of the Chemical and Process Industries 
An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 
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ness, plus regular domestic output, 
should combine to give the indus- 
billion 


fold- 


expect produc- 


try its second consecutive 
dollar yea tetail cartons 
ing paper boxes 
tion at a rate approaching three- 


quarters of a billion dollars 


Packaging Parade 


. Good 


business for manufacturers of pack- 


® MERCHANDISING MATERIALS 


aged goods in a promise for 1952 
Just what share of this will go to 
specific packagers depends to a con- 
siderable extent on what they pack- 
aged goods is a promise for 1952 
materials shortages, and how effi- 
cient they are in developing re- 
Pack- 
aging metals will be tight. Use of 
canned food will be cut 


placements and substitutes 


tin for 
Cans for beer in very short supply 

Other than cellophane, polyethy- 
lene and polystyrene, plastic pack- 
aging materials currently are read- 
ily available. The newest producer 
of cellophane went into production 
on schedule, and outlook for trans- 
parent sheeting is brighter than it 


has been for months 


Modern Packaging 


® MARKETING .. The marketing pic- 
ture for packaging did a fast change 
the last half of 1951, and the pros- 
pects for this year are fairly well 
defined 
shortages in the first half of 1951 


In contrast to the general 


almost all packaging materials and 
fabricated packages are in easy sup- 
Only 


tions: the strictly controlled metals 


ply at the moment excep- 
which are just as short in packaging 
as elsewhere But, fabricators of 
some metal products, such as alumi- 
num foil, say they have good sup- 
plies on hand and could fill more 
orders if they were pern itted to do 
so under allocation rules 

The change from near-famine to 
almost-feast is explained two ways 


Around the 


stockpiling dwindled when it be- 


middle of last year, 


came apparent that business in gen- 
slowing up and 


The armament time- 


eral was prices 
might soften 
table fell behind schedule and didn't 
take anything like the amount of 
materials expected. Now inventories 


are pretty well worked down and 
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consumption of supplies is ata gen- 
eral high rate. 


Printing 
Printing Magazine 


® PRINTING STAYS ON EVEN KEEL . . 
This year should not bring any sub- 
stantial change in sales and pur- 
chases of equipment and materials 
unless a third World War breaks 
out, in which case printing demand 
would be stepped up enormously. 
An earlier shortage of paper 
seems to have disappeared so our 
major supply is currently available 
in satisfactory quantities. Other ma- 
terial shortages so far are not seri- 
ous. We expect prices to rise as 
labor costs will probably continue 
to rise. Many printing items not un- 
der controls may see price increases 
Manpower is tight, due to lack of 
skilled labor, and considerable over- 
time continues to be worked. We 
see no major expansion in printing 
we expect no more than a normal 


growth 


Quarry products, cement 
Pit & Quarry 


® WE FEEL that sales and purchases 
of equipment used by producers in 
nonmetallic minerals industries will 
be down somewhat from 1950 and 
1951 because of steel and other ma- 
terial shortages. But recent reports 
on possible loosening up early this 
year might change that picture. 
We expect some price changes to 
compensate for increased costs, as 
in other industries. Indications are 
for considerable expansion in our in- 
dustries, particularly cement, which 
must set up expansion programs on 
a long range basis. But we do not 
expect expansion to equal that in 


1950 and 1951 
Textiles 


Textile World 


8 COTTON, WOO! Our guess for 
cotton in 1952, barring unpredictable 
world events, is that it will remain 
steadily high. Export demand re- 
mains high. Domestic inventories 


are lower than at any time last year 


Wool prices, we guess again, will 
Wool 
growers are frightened by the threat 
of the new acrylic-type synthetic 
fibers (Orlon, Dacron, etc.) called 


be more stable than in 1951. 


“artificial wool” by the layman. 
Some of these fibers are proved suc- 
cesses, and Orlon at least will be 
produced in volume this year. 

General textile outlook opti- 
Mills 


but not a 


mism tempered by caution. 
expect good business 
bonanza. Sober estimates expect 
better business than the last half of 
‘51, but not as good as the first half. 
Fiber supplies, steady; fiber prices, 


not as spasmodic. 


STOP 
ACCIDENTS 
BEFORE THEY 
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. 4 i 
YOUR SAFETY 
IS LARGELY IN 
YOUR OWN HANDS 





Kammann-Mahan, Inc. . . 


Don H. Anderson . . 


Eugene E. Weyeneth . . { 


£ 








PLAN FOR QUALITY 
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in your line, plan for quality in your printing— 


work for it—pay for the best—and get it! 
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‘Oil & Gas Journal’ leads 
in business paper space volume 


® FOR THE THIRD consecutive year, 
Oil & Gas Journal, Petroleum Pub- 
lishing Co., Tulsa, ranks first in a 
listing of annual space carried by 
industrial papers in INDUSTRIAL MAR- 
KETINGS Advertising Volume in 
The figures, com- 
1950, 


pages, or 


Business Papers 
paring 1951 
showed a gain of 700 
10.9°, 

Iron Age, Chilton Publishing Co., 
New York, runner-up for the third 


volume with 


year, carried 6,654 pages and gained 
16.3°, over 1950 advertising volume 

Here last year’s line-up changes. 
American Machinist displaced Steel 
for third place, with 5,552 pages, a 
Steel, in fourth place 
5,514 


20 increase 
for 1951, 


gained 17°; 


carried pages and 


and 


News-Record 
Electrical World retained last year’s 


Engineering 


fifth and sixth spot, followed by Mc- 
Graw-Hill’s Electronics, which came 
up from 11th place in 1950 to dis- 
Elec- 
tronics, pages, carried 
32.3% 1951 the 
highest per cent of gain in the top 
1950, Elec- 
tronics had moved from 18th to 11th 


place Chemical Engineering 
3,631 


space in 


with 


more 
ten publications. (In 


place.) Chemical Engineering, in 
8th place, carried 3,581 pages, gained 
10.4% 

Other significant changes: Auto- 
up from 25th to 
l7th place, with a 34° page gain 
Machine & Tool Blue Book, to 12th 
place from 17th, with an increase of 


413°, And Week, 


39th to 20th place, increased 51.5° 


motive Industries, 


Aviation from 

The entire group of 264 industrial, 
product news, trade, class and ex- 
8.2% in 


The industrial group, 157 pa- 


port publications gained 
1951 
pers, gained 11.6°,, while the top 65 
in this group show an average gain 


of 13.6° 
than 


The top 65 also carried 
155,000 1951, 


compared to 370,283 pages carried 


more pages in 


by all 264 publications 


Publications, their rank and pages, 


are as follows: 
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Pages 


1951 1950 


. Oil & Gas Journal 
. Iron Age 
. American Machinist 


Steel l 
Engineering News-Record 4/¢ 


. Electrical World 3698 
. Electronics 3 

. Chemical Engineering 

. Product 
. Modern Machine Shop 

. Machinery 

. Machine & Tool Blue Book 
. Factory Management & 


Engineering 


Maintenance 


. Purchasing 


. Railway Age 

. Mill & Factory 

. Automotive Industries 
. World Oil 

. Textile World 

. Aviation Week 

. Machine Design 

. Power 

. Petroleum Engineer 

. Architectural 
. Magazine of Building 


Record 


. Commercial Car Journal 
. Foundry 
. Chemical & Engineering 


News 


Design News 


. Construction Digest 

. Woodworking Digest 
. Southern Lumberman 
. Chemical Processing 
. Textile Industries 

. Petroleum Refiner 

. Coal Age 

. Paper Trade Journal 
. American Builder 

. Materials & Methods 
. National 


Provisioner 


. Bakers’ Helper 
. Heating, Piping & Air 


Conditioning 


. Modern Plastics 

. Traffic World 

. Pit & Quarry 

. Modern Packaging 

. Constructioneer 

. Electrical Construction 


Maintenance 


. Engineering & Mining 


Journal 


. American City 


. Paper Mill News 
. Telephony 
. Food Engineering 152 
. National Petroleum News | 50 
. Practical Builder 
. Mechanical Engineering 
. Construction Methods & 
Equipment 
. Lumberman 
. Rock Products 
. Fleet Owner 
. Production Engineering & 
Management 
. Industrial & Engineering 
Chemistry 
61. Modern Railroads 
62. Progressive Architecture 
63. Tooling & Production 


Trade .. Of the trade publications 
in IM’s annual listing, the following 
carried the most advertising in 1951. 
Of these, Industrial Distribution 
showed the greatest page change . . 
a gain of 11.9%. 


. Florists’ Review 

. Hardware Age 

. Industrial Distribution 

. Implement & Tractor 

. Boot & Shoe Recorder 

. Jewelers’ Circulation 

Keystone 

. Building Supply News 
8. Sporting Goods Dealer 
9. Motor Service 
10. Domestic Engineering 


Class . . In this group, Proceedings 

of the I.R.E. showed the greatest 

gain . . 45.9%. The top ten: 

. Journal of the American 
Medical Association 

. Billboard 

. Advertising Age 

. Modern Medicine 

. Medical Economics 

. Oral Hygiene 

. Proceedings of the LR.E. 

. Dental Survey 

. Hotel Management 

. Industrial Marketing 


ow On oust on 


_ 


Export .. Of the five leading ex- 
port publications, the two editions of 
American Exporter Industrial gained 


the most . . 5.2%. 


. American Exporter 
(2 editions) 
. American Exporter 
Industrial (2 editions) 
. Hacienda (2 editions) 
. Automovil Americano 
. American Automobile 
(overseas edition) 





ry De aa en 4 
Mean SS he Sah 


It's easy to understand why when you realize that nowhere else 

can foundrymen find so much news about the foundry industry. 

FOUNDRY 's editorial staff concentrates on the job of keeping - 
foundrymen up-to-date on developments in Washington, and in | 

the financial and industrial centers as they affect the foundry ee AS 
industry. Their alert reporting and timely features have helped 

make FOUNDRY the most influential publication in this field by 

providing foundrymen with facts, figures and information they 

can depend on. This high reader interest — cover-to-cover 

readership among 45,000 foundrymen — gives your advertising 

the world’s biggest audience of foundrymen every month. 


Helping You Sell To Foundrymen 
WHEREVER METALS Bm ARE CAST 





Reaching every foundry employing over 50... and 86% of all others / A Penton Publication, Penton Building, Cleveland 13, Ohio 
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news 


of industrial sales and advertising 


Predicts easier steel supplies 





Shun general b 
stick to individual market 


forecasts, asks USS researcher 


8 CHICAGO . The steel industry, 
which is now going full blast, will 
be operating at less than capacity 
production by late this spring or by 
the end of the year, A. A Monnett, 
Jr., manager of the market econom- 
ics section, commercial research de- 
S. Steel Co., predicted 
at a meeting of the Chicago chapte1 
f the American Marketing Ass’n 


ciation 


partment, U 


“Demand for steel will continue 
to be good, but something less than 
capacity production will result from 
certain soft spots in the market and 
from the industry’s expansion pro- 
gram which will continue past mid- 
year,’ Mr. Monnett said 

He said that consumer inventories 
of steel have generally reached 
“adequacy,” that tonnage is at its 
highest point in history and _ that 
these factors will make buyers 
cautious 

After making his own forecast, he 
for other 


offered a list of “don'ts” 


marketing men who make forecasts 





Equipment distributors blast 


OPS regulation, ask revision 


® cHicaco .. The Associated Equip- 
ment Distributors, a trade associa- 
tion, has urged the Office of Price 
Stabilization to revise a new price 
regulation on grounds that allegedly 
“no shortage of used construction 
equipment exists.” 

A resolution to ask such a revi- 
sion was passed at the annual con- 
vention of the AED, which is com- 
posed of distributors of construction 
and industrial equipment. 

A controversial provision of the 
regulation, Ceiling Price Regulation 
105, is a requirement that distribu- 
tors offer a 90-day guarantee of 
AED has as- 
serted that a 30-day guarantee is 
traditional in the industry and that 


used equipment sold. 


the 90-day guarantee is unfair to 
distributors. 

The resolution asserted that the 
industry is suffering from “no short- 
age of used equipment and therefore 
is not in need of price regulation,” 
that the 
“more demanding than those im- 


restrictions imposed are 
posed on manufacturers of new 
equipment” and that the restrictions 
were contrary to traditional prac- 
tices and were made without con- 
sulting leaders in the industry. 
Another resolution passed urged 
manufacturers to produce more re- 
placement parts to achieve a better 
balance with the amount of new 
equipment being sold. OPS and the 
National Production Authority were 
urged to allow bigger allotments for 
replacement parts so that manufac- 
AED main- 


some equipment was 


turers could do this. 
tained that 
idle and that parts sales were suf- 
fering because of a present lack of 
balance 

Later, distributors and manufac- 
turers fired questions and com- 
plaints at four OPS and NPA offi- 
cials appearing on a panel at the, 
meeting: M. B. Garber, director, 
construction machinery division, 
NPA; C. J. Haring, deputy director; 
O. E. Loeder, chief of construction 
section, OPS; and Leo Wasser, OPS 
legal representative. 

Harry J. Hush, Griffin Equipment 
Corp., New York, was elected 33rd 
president of the association for a 
one-year term 





Let’s swap ideas 


Match your advertising ideas with 
these—and win a *50 Bond! 


Solves tough display problem 
with slick packaging! 


When we were ready to introduce to the 
market a washable kitten that glows in the 
dark, the method of getting display at 
the point of sale became a serious prob- 
lem. If it was boxed, how would it get 
displayed? If wrapped in cellophane, it 
would be placed flat on the counter. 
Either method would require a display 
card, and experience has shown that they 
aren't always used by the retailer. Without 
display, this item We 
finally conceived the idea of placing each 
doll on an individual display card with a 
cutout easel back. In this way, as long as 
the dealer kept the dolls on top of the 
counter, they were properly displayed. 
So far, the merchandise is getting dis- 
layed wherever it’s being stocked. The 
dest part is that the individual card costs 
less than a box 

5. A 

The Tarrson Company, Chicago, Ulimors 


was doomed 


Tarrson, Secretary, 


Low cost color that attracts! 


If you'd like to use color in your adver- 
tising and direct mail but can’t afford it, 
try split-fountain printing. The use of a 
split-fountain and black for instance, 


gives the effect of process work without 
expensive _ plates -and in only two 
impressions. We have been quite success- 
ful in getting colorful effects at modest 
cost, as well as unusual attention and 
interest, with this time-tested and effec- 
tive printing method 

Harry Tankoos, Jr., Advertising Manager, 

M. J. Merkin Paint Co., New York, N. Y 


FREE! 1001 ways to cut printing costs! 


Would you like to own a booklet that 
contains practical suggestions for getting 


Trane 0 K fpr nme 


io 
steapy t™ P 


my sleepy tm 


G10 KSSY 
hang one 





a greater return On your printing dollar? 
A booklet written just recently — with 
ideas geared to today’s printing prob- 
lems? ‘More For Your Printing Dollar” 
is just such a booklet —available to you 
at no cost. It offers to agency personnel 
and buyers of printing, procedures for 
avoiding excessive costs and inefficiency 
in the planning of printing. It tells you 
how to “live with your printer and be 
happy’! For a free copy, write on your 
business letterhead to Kimberly - Clark 
Corporation, Neenah, Wisconsin, 


How to save time and money 
with complicated type matter ! 


To save time and money in the prepara 
tion of complicated tables and catalogs, 
use the ‘‘type-stamping”’ system instead 
of having type hand set and electrotyped 
The operator of a ‘‘type-stamping 

machine stamps words and numerals (in 
almost any linotype face) directly onro 
a retouched photo, airbrush drawing, etc 
This eliminates surprinting on negatives 
in plate making. When a table has been 
completely typestamped and the artist 
has ruled in the lines, you simply order 
a line cut. In case of errors or corrections 


| 


the new data is stamped on a piece of 
paper, cut to size and pasted over the 


old data. No need for re-opening forms 
and paying for costly hand composition 


Parker-Kalon Corporation, 
New York, New York 


Do you have an idea to swap? 
Tell it to Kimberly-Clark ! 


All items become the property of 
Kimberly-Clark. For each published 
item, a $50 Defense Bond will be awarded 
to the sender. In case of similar contribu- 
only the first received will be 
eligible for an award. Address Idea Ex- 
change Panel, Room 178, Kimberly 
Clark Corporation, Neenah, Wisconsin 


m1i0ons 


Kimberly-Clark Corporation ............ 


Quality Machine-Coated Printing Papers 


Hifect* Enamel 


Lithofect* Offset Enamel 


Trufect* Multifect* 





Predicts more steel 





Asserting that too many economists 
worked on general business fore- 
casts, including a national economic 
budget and a national gross eco- 
nomic product, he said that the in- 
market 
most accurate and most valuable 


dividual forecast was the 
“Don't get engrossed in statistics 
involved in general business predic- 
“Market forecasts 
are the most important.” 
Other “don'ts”: 
1. Never qualify a forecast. 


tions,” he urged 


“For 
a forecaster to say that the near fu- 
This 


whole business is uncertain.” He 


ture is uncertain Is ridiculous 


advised studying the market as ex- 


haustively as time and practicality 
permit, and drawing positive, un- 
qualified conclusions for manage- 
ment 

2. Never 


draw up a forecast 


assign a committee to 
Division of re- 
sponsibility is excessive. One man 
does most of the work; the others 
often may disagree but go along 
with him rather than spend time on 
it, and whoever draws up the report 
knows that if it is wrong, it won't 


be his neck but the committee’s. 


On the positive side, Mr. Monnett 


advised marketing men to write 
down their assumptions about the 
future from month to month and 
file them to turn up at the appro- 
priate date. This, he said, gives you 


a check on your past mistakes 


Export advertising volume 
rises $2,000,000 


® EXPORT ADVERTISING volume in- 
Fcreased $2,000,000 in 1951, rising 
from a 1950 figure of $7,000,000 to 
fan estimated $9,000,000, according 
to an annual survey conducted by 
Export Trade & Shipper, New York. 

Although the dollar volume in- 
‘creased substantially, the page in- 
crease was moderate up 50% 
The record 


year was 1947, when 21,512 pages 


pages to 19,62842 pages 


were placed by 970 advertising 
agencies 
Figures for 1951 


based on reports from 50 leading 


insertions are 


Export space .. 1940 to 1951 





Year Pages Agencies 
1940 3,600 351 
1941 4,579 402 
1942 5.455 405 
1943 8,282 383 
1944 11,976 

1945 18,141 709 
1946 19,723 

1947 21,512 970 
1948 19,935 900 
1949 19,205 

1950 19,578 945 
1851 19,628!/2 866 
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export publications circulated main- 
ly to foreign markets, and cover 
space placed by 866 agencies. 

Placing the largest volume for the 
second successive year is J. Walter 
Thompson with 1,278 pages . . down 
95 pages from 1950 . . but comfort- 
ably ahead of the 882 pages placed 
by Irwin Vladimir & Co., Inc. 

New holder of the number three 
position is National Export Adver- 
tising Service, Inc., up from sixth 
place in 1950, with a 1951 total of 
McCann-Erickson, Inc., 
up from 595 to 702 pages, is in 


778 pages 


fourth place 

More than half of the 866 agencies 
included in the survey placed six 
pages or less. However, the six 
leading agencies placed a combined 
4.780 pages 24, of the total. 

Because many export advertisers 
do not place space through agencies, 
it is safe to conclude that the 1951 
aggregate figure is around $9,500,- 
000, the publication said 

The study covers only one phase 
of export advertising, Export Trade 
No reliable 


estimate is available of the amount 


& Shipper pointed out 


spent by U. S. exporters, their for- 


eign branches and overseas distrib- 





advertise products and 
local newspapers and 
foreign 


utors to 
services in 
magazines, on radio and 
television stations, and by outdoor 
display, neon signs, motion pictures 
and other media. 

Forty-eight agencies placed 75 or 
more pages of advertising in export 
publications in 1951. They are: 


1951 1950 


J. Walter Thompson Co. 

Irwin Vladimir & Co. 

National Export Advertising 
Service 

McCann-Erickson 

Robert Otto & Co. 

Foreign Advertising & 
Service Bureau 

G. M. Basford Co. 

Grant Advertising 

Gotham Advertising Co. 

Russell T. Gray, Inc. 

Buchen Co. 

Young & Rubicam 

Batten, Barton, Durstine & 
Osborne, Inc. 

James Thomas Chirurg Co. 

Foote, Cone & Belding 

Fuller & Smith & Ross 

Griswold-Eshelman Co. 

Andrews Agency 

Compton Advertising 

Roche, Williams & Cleary 

Sutherland-Abbott 

Bert S. Gittens, Advertising 

Klau-Van Pietersom-Dunlap 
Associates 

Meldrum & Fewsmith 

Gray & Rogers 

Canaday. Ewell & Thurber 

D’Arcy Advertising Co. 

Arthur R. Mogge. Inc. 

Albert Frank-Guenther Law 

Horton-Noyes Co. 

Cecil & Presbrey 

Ed Wolff & Associates 

Bass & Co. 

Oakleigh R. French & 
Associates 

Van Sant, Dugdale & Co. 

Leeford Advertising Agency 

Sweeney & James Co. 

Van Auken & Ragland & 
Stevens 

Gardner Advertising Co. 

Geare-Marston 

J. M. Mathes, Inc. 

J. Roland Kay, Inc. 

Cunningham & Walsh 

Walker & Downing 

Export Advertising Agency 

Albert A. Drennan, Adver- 
tising 

MacManus, John & Adams 

Dozier-Eastman Advertising 





1952 WORLD MOTOR CENSUS 


... to be 
published in the 
April 1952 
Annual World 
Motor Census 
issues of ... 
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The World Motor Census is an annual pub- 
lishing service of THE AMERICAN AUTO- 
MOBILE (Overseas Edition) and EL AUTO- 
MOVIL AMERICANO—the great ‘omnibus’ 
export magazines of the automotive industry 
for the past 35 years. . . . The Census presents 
an analysis of motor operations throughout 
the world. . . . Gives factual reports from 150 
countries and territories. . . . Reveals the 
number of cars, trucks, buses and tractors in 
actual use at the beginning of the year. .. . 


Shows the production of cars, trucks and 


Advertising forms for the April, 1952 World 
Motor Census Issues close February 10th... 
Make your space reservations now... At the 
same time, why not arrange for your condensed 
catalog inserts in our Annual Overseas Auto- 
motive Buyers Guides which close April Ist. 


buses in leading countries. . . . Includes a 
colorful World Motor Census Map. . . . Pro- 
vides the information you need to spark your 
1952 sales to the Overseas Automotive Trade 
and Transport Field. . . . Copies of the Cen- 
sus and Map will be sent to you free on re- 
quest. Address your request now to George 
E. Quisenberry, Vice President and Publisher, 
THE AMERICAN AUTOMOBILE (Over- 
seas Edition) and EL AUTOMOVIL AMER- 
ICANO, McGraw-Hill International, 330 W. 
42nd St., New York 36, N.Y. 








McGRAW-HILL IVTERNATIONAL 


Business and Technical Magazines and Books for Overseas Circulation 


Offices in Principal Cities of the World 


330 West 42 St., New York 36, N. Y 


ys 


Headquarters for World-Wide 
Business Information 





February 1982 /117 








Women in industrial advertising 


Meet 


Connie Stephens.. 


By Margaret C. Lucas 


® CONSTANCE J. STEPHENS was born 
in 1925. She grad- 
1942, 


when she was 1642 years old. She 


in Ainsworth, Ia., 
uated from high school in 
was one of eight children and sched- 
But Connie didn't 


want to be a teacher, so she came 


uled for teaching 


to Chicago to get a job 

One of her worked at 
Illinois Bell Telephone Co.'s main 
So Connie went to 


sisters 


Chicago office 

Bell to get a job. And she got one, 
delivering press releases and pub- 
licity in person, all over the city of 
The only requirement of 
So Connie, 


Chicago 
the job: know Chicago 
who could barely find a street car, 
much less a street, got the job 

because she said she knew the city 


like a book 


From delivering releases, she be- 


In six weeks, she did 


came page girl in Bell’s executive 
offices, learned much about correct 
office procedure, office management 
and personnel policies. After three 
years, she went into the advertising 
and statistical department did 
statistical work and learned about 
advertising. 

Through an artist in the ad de- 
partment, she heard of another job 
The Kennedy Co., Chicago agency, 


was helping its Guardian 
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client, 


to hire an assistant ad- 
vertising manager. The artist told 
Connie to see Mr. W. J. Kennedy. 


She did, and from there to an inter- 


Electric Co., 


view with Guardian's then ad man- 
ager (now Sales Manager J. J. Ro- 
well.) 

She got the job, at 23. From as- 
sistant, she became ad manager 
when Mr. Rowell moved into the 
key sales spot 

Her multiple duties today include 
advertising in a list of 21 U. S. and 
With the 


agency, she prepares ads, catalogs, 


Canadian business papers. 


bulletins, folders. Kennedy Co. han- 
1952, 


Guardian plans to spend 1.5% of 


dles all ad production. In 


gross sales on advertising. 

She plans the annual sales meet- 
ing for salesmen from the company’s 
8 sales branches. She engineers all 
company parties, which are many 


and large. Christmas, 1951, saw 
more than 800 children of employes 
from Guardian's seven Chicago 
plants receiving presents from the 
company Santa 

The preparation of the visitor's 
handbook and the employe booklet 
were her jobs The employe book- 
let could serve as a model for many 
It is written in a pleas- 


avoids the folksy, pa- 


companies 
ant manner 
tronizing pat-on-the-head featured 
in many such books 

come 


Inquiries, 80 of which 


from publication advertising, are 
processed by Miss Stephens and her 
assistant the day they are received. 


Whatever is asked for 


ways with an individual letter. Be- 


is sent, al- 


cause Guardian has defense work, 
the company is stressing the best 
possible service for its civilian cus- 
tomers. All ads are keyed, and a 
quality control is maintained on all 
publication inquiries 

She’s a new member of Chicago 
Industrial Advertisers Association 
Has an all consuming hobby act- 
ing, stage managing and directing in 
one of Chicago's oldest and largest 
little theatre groups 

Trade shows take much of her 
time she estimates a 6 to 8 week 


Most 


booths are made in the convention 


absence from her desk a yeat 


usually, than ship- 


For a 


city. Cheaper, 


ping charges from Chicago 


show in New York last year, nine 
dioramas showing Guardian prod- 
ucts in action were the main display. 
The controls were actuated by 
pressing a button and the model 
worked under specific conditions 
high humidity, extreme dryness, etc. 

Although she usually sets up the 
booth by herself, she has never 
lacked for male assistance either 
volunteer or trade show personnel. 
But at this show, she noticed that 
one of the relays hadn't been com- 
pletely assembled 

Locating a step ladder and a small 
soldering iron, she climbed up be- 
hind the booth, out of sight, and be- 
Only her 


hands and the soldering iron were 


gan assembling the relay. 


visible through the window in the 
display wall. Many colored wires 
later, the job was done, and the re- 
lay began to work. Amateur Elec- 
trician Stephens began to climb 
down and saw about 12 union elec- 
tricians waiting to see and speak 
with this unauthorized workman. 
Wondering what to expect, she came 
out from behind the booth. 

Twelve jaws dropped and 12 men 
said not one word. They expected 
to have words with Mr. C. J. Steph- 
ens, but weren’t prepared for Miss 


Constance. 





25th Anniversary . . Bye: 


Direct mail dollar volume 








REMINDER FOR ‘52... 

















YOU REACH THE MOST ACTIVE 
PLANTS THROUGH ADVERTISING 
Typical New Product IN INDUSTRIAL EQUIPMENT NEWS 


Information from TEN 











MOTOR DRIVEN TAPI Remem- 
ber the player piano? And the per- HERE’S WHY 
forated paper roll? Now the same 
principle is applied, on tape, to con- 
trol the movements and set the se- 
quence on a production machine. 
When you analyze a list of plants you run into complications. Take 

ENGINE STARTER — An oil com- size of plant: you want larger plants, because they buy faster 
pany has an ingenious answer to the : ? ? 
problem of starting a cold engine and in larger quantities. . . .but some small plants are exceptionally 

. a button on the dashboard in- active, are growing fast, have a big potential. If yeu are looking 
jects a few drops of highly volatile 
fluid into the motor, gets results fast. 
You buy the fluid in capsule form, 
which makes it handy. 


ahead, you want these plants, too. 


Then take a plant list by industries: some industries are relatively 
; stable as to need for new equipment, parts, materials. Others are 
DEGREASER All the operating 
elements to make a degreaser for 
metal products by vapor action are may be a better prospect than a much larger plant in a less active 


assembled in a new inexpensive unit 


exceptionally active. A small but active plant in an active industry 


industry. 
to place in a standard open-end steel ¢ 


drum. Gives you the advantages of 
this efficient cleaning method without 
a lot of the cost usually associated It’s just a matter of constant, careful judgment, backed up by 
with this equipment. 


We know of no simple formula that resolves these complications. 


specialized experience and every scrap of information available, 


SQUARE HOLES — Yes, you can buy plus IEN’s unique tie-in with THOMAS REGISTER. That’s the way 





square or rectangular holes now, in this two-way selection of active plants in active industries is handled 
assorted sizes. They are precut into i : 
round plugs; all you have to do is at Industrial Equipment News. 
drill the proper size of round hole, 
insert the plug. 
For more details, write for a copy of “The IEN Plan.” 
These few items from TIEN January 
suggest, better than anything else we 
might tell you, why production-minded 
men eagerly look through each copy 


i yo nal 
‘Pla INE USTRIAL EQUIPMENT NEWS 


INDUSTRY'S ORIGINAL PRODUCT INFORMATION SERVICE os 


FOUNDED 193 theese Publishing Company, 461 Eighth Avenue, New York, N. Y. 





REPRESENTATIVES * ATLANTA * BOSTON * CHICAGO «© CLEVELAND * DETROIT * INDIANAPOLIS + LOS ANGELES * PHILADELPHIA * PITTSBURGH 
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Agencies forecast 





will be placed on sales training and 
tested field methods Frederic 


Kammann, principal. 


® LAVENSON BUREAU OF ADVERTISING 

So far, our clients have all in- 
creased appropriations by an aver- 
age of at Additional 
funds will be used for promotion of 
civilian goods rather than defense 
All our clients with de- 


least 15°. 


business. 
fense work are most interested in 
maintaining as high a civilian pro- 
duction as possible and have felt lit- 
tle evidence to date of a sellers’ 
market in civilian products . . James 


H. Lavenson 


® HENRY A. LOUDON, ADVERTISING 
Almost 
clients 


without exception, our 


have increased appropria- 
tions. Some were necessary to sus- 
tain the same effort made in 1951, 
and were due to increased costs 
Other clients made real increases 
for the purpose of selling their prod- 
ucts or services . . L. A. Layman, 


vice-president 


® MAC LAUGHLIN ADVERTISING AGEN- 
cy .. Our present advertisers, most- 
ly accounts of an agricultural na- 
ture, will continue advertising, but 
I believe they will reduce expenses 
Several farm dealers have told us 
that manufacturers say orders must 
be in early in 1952 for delivery 
They 


also state that there will be a cur- 


“sometime” during the year 


tailment of farm equipment manu- 
factured, and that is why these 
dealers will probably lower thei: 
budgets F. R. MacLaughlin 

® GEORGE T. METCALF CO. . . Real in- 
creases we have had perhaps range 
from 10 to 25: 
increases to take care of 
None of our clients plan any 


and these are not 
raised 
costs 
major changes in advertising and 
sales promotion methods. Media sit- 
uation remains about the same 
George T. Metcalf 

® EMERSON H. MOOK, INC... Appro- 
priations are about 10° above 1951 
on the average. This compensates 
for extremes where one client is 
off 20°%, another is up more than 
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100°. We are preaching a sound 


and aggressive selling story 


Emerson H. Mook 


. On all 
accounts budgeted, there has been 


@ PALM & PATTERSON, INC 


an increase, ranging from 5 to 35%, 
and we anticipate an over-all in- 
crease averaging about 18 We 
are recommending repeating more 
ads and are doing everything in our 
power to put more production ffi- 
clency into our own organization . 
A. C. Palm, president 

@ PERRETT CO... Every account here 
has about the same plans to con- 
tinue operating at a profit, to grow 
a bit larger and to do a better sell- 
ing job. Our clients will be more 
or less budget conscious depending 
on whether their sales job turns out 
They will 
be spending more advertising money 
but it will have to balance up 


against sales Joe Perrett 


to be easy or difficult. 


® FLETCHER D. RICHARDS, INC. . . In 
1952, many of our clients will invest 
more. Some of these advertising in- 
vestments will, of course, be devoted 
Some 


will be used to expand distribution 


to introducing new products. 
into new markets. But a consider- 
able portion of these advertising ap- 
propriations will be placed against 
the promise that our clients see be- 
yond today’s temporary production 
cutbacks . . the new potential of the 
ever-growing American market. 
According to the following figures, 
and there seems to be general 
agreement among economists, our 
gross national product has increased 
from $215 billion in 1945 to an esti- 
mated $328 billion for 1951 In 
1952, conservative forecasts set gross 
national product at $350 billion, with 
a total in 1960 of $365 billion. In 
short, an increase of 62 in the past 
All this, while the Amer- 
ican market is increasing by 100,000 
. Fletcher 


SIX years 


new customers a month 
D. Richards 

® HOWARD WESSON Co... We expect 
1952 to be a year of caution and 
holding to the line, but also a year 
to try bold ventures in new markets 
and distribution 
up 10 to 15° 
basing 


Appropriations are 
along the line, most 
accounts budgets on 1951 
sales. More sales helps, direct mail, 


More 


co-op space, less institutional 





displays convention, dealer and 


salesmen. In general, the client 
says, “I’m giving you a little more 
to spend but you've got to do more 
with it.” . . Milton L. Fitch 
® WEST-MARQUIS, INC. .. Our indus- 
trial schedules for 1952 will average 
15°; to 18% ahead of last year, in- 
creased partly to reach new markets 
for products of our clients. The bal- 
ance of the increase will be used to 
more thoroughly cover the fields in 
which our clients have been active 
for years and to cover increased 
space and production costs. 
Material shortages have not di- 
rectly affected the production of our 
clients’ products because they are 
necessary to plants engaged in de- 
fense work. . . John R. West, presi- 


dent 


Copy ‘Asks for the Order’. . 
Direct action, shorter copy, straight sell- 
ing . . these seem to be major points in 
some agency copy platforms for 1952. If 
the factual, helpful, service approach has 
been used right along . . then no change. 
Most advertisers are anxious to keep their 
places in their markets, defense business 
or no. Their copy will want to reflect this 
. . plus service and sell. Old-style straight 


institutional seems not so popular. 


® BAKER, JOHNSON & DICKINSON 

In 1952 copy, we intend to “ask for 
the order” in every case. Most man- 
ufacturers have seen enough soft 
spots develop last year to be willing 
to take a more aggressive sales at- 
titude in their ads in 1952. Even 
products in short supply will get ag- 
gressive promotion. It seems better 
to keep demand strong and risk 
some criticism from customers who 
can’t be supplied than to have a 
market suddenly go soft. Appropria- 
Up 10 to 15°%. No change in 
.. Jim Baker, presi- 


tions? 
media strategy 
dent 


.. With defense orders 
volume in. this 


® BLAINE CO. 
in relatively low 
southern Massachusetts area, ad- 
vertisers are holding appropriations 
at 1951 
them. 


levels, or are increasing 
Last year many of our ac- 
counts continued advertising but 
wanted a mark-time or slow motion 
copy approach. This has_ since 
changed back to direct action, al- 
though few of our clients feel they 


4 





"EACH MONTH HOSPITAL MANAGEMENT IS 
READ BY FOURTEEN PEOPLE HERE™ 





aby ST JOHN'S Cpiscopal HOSPITAL 


400 HERKIMER STREET » BROOKLYN 15.8 ¥ 











St. John’s Episcopal Hospital is a 
$5,000,000 institution of 261 beds, 
plus a home for the aged and a 
home for the blind. Its out-patient 
department consists of 26 active 
clinics. There is also a school of 
nursing and a Sisters’ house. 


Su 


MELVIN H. DUNN 
Director 

ST. JOHN’S EPISCOPAL 
HOSPITAL 

Brooklyn, N.Y. 


Here Is Coverage — Plus Penetration — 
of the Buying Influences in Hospitals 


Naturally you must cover top management 
in selling to hospitals, but your message 
must also penetrate to the departmental 
executives if it is to be fully effective — for 
it is the department heads who make the 
recommendations on which final buying de- 
cisions are based. 


If it’s a food product or equipment item, you 
must talk to both the director and the nu- 
trition department head; if it’s linens or 
blankets, to the housekeeper as well as the 


® © 


Hospital 
Management 200 EAST ILLINOIS STREET ° CHICAGO 11, ILLINOIS 


READ MOST BY MOST HOSPITAL EXECUTIVES 
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director; if it’s a surgical item, to the super- 
intendent of nursing, etc... . 


And Hospital Management not only gives 
you coverage — the largest voluntary net 
paid ABC hospital circulation in the field — 
but, in addition, penetration to every level 
of buying influence. What Mr. Dunn in 
his letter, above, says about hospitals applies 
with equal force to advertisers — “they will 
not overlook the tremendous opportunities 
afforded them through Hospital Manage- 
ment. 








THE FIRST STEP TO TAKE IN 
PLANNING A NEW CAMPAIGN 


Number of INDUSTRIAL MARKETING. Here 

you will get not only concise and usable 
information on 85 industrial and trade mar- 
kets, plus basic data on the business papers 
serving them, etc., as listed on the following 
page, but many hard-to-get and often con- 
trolling facts like these: Number of units in 
the industry or trade; geographical distribu- 
tion; volume of sales; internal conditions in 
the trade, such as the usual methods of sell- 
ing, whether direct or through jobbers; the 


: first to the Market Data & Directory 


and supplies purchased and used within the 
industry; and trade practices peculiar to the 
field. In other words, here, in one place, you 
get a broad picture of each market, the pe- 
culiarities of the market, a list of business 
papers serving the market, and media pres- 
entations by the leading publications. Look 
first to your Market Data & Directory Number 
when you are looking for facts on which to 
plan your new campaign. It will save you 
hours — perhaps days — of valuable time, 
and you are certain of being on the right track 


types and amounts of materials, equipment from the outset. 


The 1952 
Edition Contains: 


l. The latest data in words, figures, and charts on sales, 
production, consumption, number and geographical dis- 
tribution of companies, buying trends — plus a score of 
other factors significant in selling and advertising to 85 
major classifications of industries and trades. Information 
is compiled from government agencies, trade associations, 
publications and other expert sources, with the result 
that virtually every facet of every market picture is re- 
vealed for your evaluation. 


yune 25 195! 
2. Over 2,400 business papers, classified according to 
markets served, are listed with details on rates, circula- 
tions and mechanical specifications. 


3. Approximately 200 leading business magazines make 
available to you through paid space their own informa- 
tive material on markets, coverage and services. 


THE 1952 
MARKET DATA 
& DIRECTORY NUMBER 


4. Trade association names and addresses, classified ac- 
cording to markets served, are included to aid you in 
directing inquiries for special information. 


THE ONE AND ONLY 
FACT-PACKED REFERENCE ON 
BOTH MARKETS AND MEDIA 


5. Market studies especially prepared by business pub- 
lications are digested and catalogued by markets. Copies 
will be delivered to you upon inquiry to MD&DN’s Reader 


Service Department. 
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Agencies forecast 





know where they are going, or what 
they will be permitted to do, either 
indirectly 


Irving E. Blaine 


by directives or 


of shortages 


® CONTI ADVERTISING Appropria- 
tions will run very much the same 
as last year with a change cf copy 
products 


policy emphasizing new 


ind design and development ad- 
vancements. This will be due to the 
nature of most of our accounts 

electronics and similar rapidly ad- 
vancing fields. Industrial advertis- 
ing should not be basically different 
in 1952, except where defense pro- 
duction dictates a violent change of 
product. In general, the difference 


will be mainly in new products 
rather than in theory of promotion 


Donn Fahnestock 


While we 


are unconvinced there is any rea- 


® CHARLES H. DAVIS CO 


son for a basic change in copy ap- 
proach, there is a marked demand 
from our shortet 


clients for copy 


This is based on the contention 


(surveys to the contrary notwith- 
standing) that business men do not 
have time to read business papers as 
thoroughly as they would like. We 
expect appropriations to rise about 


10 Charles H. Davis 


® DE ROSIER, INC There will be 


few basic changes in copy The 
trend has not started, as yet, to 
stress the fact that “materials in 
short supply are used in our prod- 
uct so get yours now!” Our ac- 
10 to 


s up 60 


counts are increasing from 
23 one appropriation 


C. E. DeRosier 


@ DICKLOW ADVERTISING AGENCY 
We are not changing our copy ap- 
We're 


trying not to add to the general con- 


proach to any great extent 


fusion, by staying as closely to the 


normal, positive, forward-looking 


approach Irene Scott Dicklow 


ownel 


® GERTH-PACIFIC ADVERTISING AGEN- 
CY At least three of our clients 
will switch from institutional copy 
to selling that must move goods. In- 
creasing need for more sales effort 
, 
i 


is a welcome challenge which will 


124 / 


because 


One Party, Two Anniversaries. . 


be met by hard punching advertis- 
ing and follow-through merchandis- 
ing. We expect more emphasis on 
point of sale and dealer cooperation 
It looks like an average appropria- 
tion increase of around 10°, Ed- 


win P. Gerth, owner 


® HENDERSON ADVERTISING AGENCY 
I doubt that there will be any 


change in copy, providing adver- 
tisers are now using a selling theme, 
offering service and information. In 
one or two instances, we are add- 
ing new media to our list for dupli- 
cation and also for expansion into 
markets. Our 


newe! over-all ap- 


propriations increase will run to 10 


to 20°;, not including increased 


space costs Jim Henderson, pres- 


ident 


It looks as 
though 1952 appropriations will be 
about 20°, ahead of 1951. 


Some of the extra dollars will go 


@ SCHUYLER HOPPER CO 


for marketing research to uncover 
new markets and new uses for both 
new and old products. 

On a number of accounts we are 
in the process of making rather 
radical changes in copy approaches. 
These have to do with recent studies 
of the buying motives and practices 
of various of our clients’ prospect 
groups. Interestingly enough, one 


of these studies will lead us to re- 


turn to a basic theme which char- 
acterized the client’s advertising of 
several years ago. This client found 
he was getting a little ahead of his 
audience in that he was trying to 
sell detailed applications of his 
product before he had sold the fun- 
damental idea of his product. 
Schuyler Hopper. 

® J. W. MARTIN, INC. .. Most of my 
clients build agricultural machinery 
or sell to the farm market, and we 
change copy when the machinery 
changes. New or different media 
will not be brought into the picture. 
Materials shortages are not dictat- 
ing changes in advertising programs. 
Appropriations are up... J. W. Mar- 
tin 


® MEISSNER & CULVER . . Copy ap- 
for the most part 
planned to cater to a buyers’ mar- 
ket. Most of our clients have sud- 
begun to realize that mer- 


proaches are 


denly 
chandise no longer sells itself. Ap- 
propriations for our clients as a 
group are up about 30°. Several 
clients are affected by defense busi- 
ness, and are concerned about re- 
placing their military markets with 
civilian markets. They are expect- 
ing advertising and publicity, not 
research, to uncover these new mar- 
kets for them . . John N. Meissner, 
president. 





® KIRK B. SHIVELL, INC. . . For some 
clients, we are developing new copy 
approaches which are different from 
those used in the recent past, but 
none of these contemplates any 
radical departure from techniques 
well proved in advertising. Some 
clients plan heavier direct mail and 
some plan to increase sales man- 
power. Nearly all are planning em- 
phatically stronger advertising pro- 
grams . . our major accounts aver- 
age better than a 20% increase in 
appropriations . . Kirk B. Shivell. 


® JACK C. WEMPLE ADVERTISING 

In almost every instance, our clients 
want a definite direct sales copy ap- 
proach, and only on several still 
scarce items do we see any softening 
of this appeal. More educational 
how-to-do-it sales literature and 
information, plus better designed 
and easier to use sample kits and 
catalogs are in process or on the 
agenda. Our over-all appropriations 
increase ranges from 15 to 25% 


Jack C. Wemple. 


Bolder Promotions . . More point-ol- 
purchase helps, improved distributor and 
dealer relationships, service campaigns 
are three key points advertisers will use 
to supplement advertising campaigns. 


® BURLINGAME-GROSSMAN . . We plan 
to use considerable more point-of- 
purchase advertising in 1952 than in 
preceding years. We are also de- 
voting larger portions of our budg- 
ets to direct mail efforts. Our 
budgets are ahead of last year’s by 
about 10% ..S. W. Grossman, own- 
er. 


™® CARTER ADVERTISING AGENCY 
More selling ammunition for sales- 
men is projected, such as sales vis- 
ualizers, technical product informa- 
tion and improved sales manuals. 
Certain media is being tested for 
responsiveness tests; television is 
being added for the first time to one 
client’s schedule. Our appropria- 
tions .. up 5 to 10% . . Charles Car- 
ter, president. 


® ALLAN J. COPELAND ADVERTISING . . 
Several clients have new products 
that will need study of markets. 
Most clients are now serving one 
particular field with fairly well 
channeled sales activity. We have 


Though a Sales Executive! 


Sometimes, when sales executives are happy, they sit down and write 
letters explaining why. The Wall Street Journal gets such letters 
right along. 

Here are only two bits of evidence showing how The Journal 
makes sales executives happy. Many more are in our files (letters, 
not executives ). 

Notice the emphasis on both quantity and quality of inquiries. 

If you sell to businessmen, these are results you can expect to get 
if your ad medium 


reaches 211,000-plus businessmen daily 
(which the Journal does); 


gives them a complete business picture every working day 
(which The Journal alone does); 


comes to them at a time and place —their offices — 
where they are most likely to respond to your advertising. 


YOUR BETTER BUSINESS PROSPECTS prefer The Wall Street 


Journal above all other publications! * 
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AccePTiD® 


peuthority... 


Because... 


AMERICAN 
FOUNDRYMAN 


has earned a reputation for editorial in- 
tegrity. In addition to top-grade technical 
information, articles deal with methods, 
equipment, materials and other practical 
aspects of foundry work, so that all sections 
of ‘‘The Foundrymen's Own Magarzine"’ nat- 
urally come to the attention of the buying 
influences of the foundry field 


Secause... 


AMERICAN 
FOUNDRYMAN 


is specifically designed to HELP members of 
the industry do a better overall job in foun- 
dry technique and operation, the magazine 
appeals to a broad range of readership 
from top management down through all de- 
partments in the plant. 


Put this 


audited readership to 
work in your cultivation of the foundry 
market — you'll find a reader acceptance 
that will be a distinct help to your sales 


~~ AMERICAN 
FOUNDRYMAN 


616 South Michigan Avenue 
Chicago 5, Illinois 


developed a most effective sales 


promotion gimmick now in_ the 
process of testing. If it proves as 
resultful as we anticipate in creat- 
ing industrial distribution for a new 
item, we will attempt to adapt the 
idea for other clients. Several clients 
are considering appropriations up 
10 to 25°, 
Allan J 


none contemplate reduc- 
tions Copeland 
®@ EDELSTEIN-NELSON ADVERTISING 
We're 


consolidation of advertising 


recommending the 
In oth- 


intend to use fewer 


AGENCY 


er words, we 
media but more space in those types 
that are 
Copy 
“buying what's available now.” Our 
Edward 


showing definite results 


emphasis will lean toward 
appropriations are up 


Edelstein, president 


. One client, 
concentrating on product 


@ FRANKLIN FADER CO. 
formerly 
copy, will employ testimonial ad- 
vertising. Another has been using 
case histories and will divide be- 
tween these and straight product 
ads. This is because the new prod- 
announcement 


ucts need straight 


ads until case history material is 
available. An analysis of appropria- 
tions for our industrial clients shows 
an average increase of about 30° 
Franklin Fader 

® KIGHT ADVERTISING . Our 1952 
advertising will not represent any 


sudden change, but will develop 
along with this changing world. We 
feel the 
has too many publications and is too 


busy to read them. We therefore 


average industrial buyer 


recommend in every case the use of 
dominant space, color and preferred 
position. The man who glimpses 
one of these ads will get a skeleton 
story If he reads the copy, he'll 
Nothing 
doing it 
paid off 


for one client last year 


find it short and simple 
new, maybe, but we're 
across the board, and it 
amazingly 
Our appropriations vary from 
about 10 to 300° up! 
about 25% W. H. Kight, presi- 


dent 


Average, 


® LANGHAMMER & ASSOCIATES 

Much of the increase in appropria- 
tions (ours are up 20 to 50%) is due 
to development of new products 
which require heavy promotion dur- 


ing the introductory stages. Some 


of the money is for market research. 
There’s no basic copy change . . but 
advertising will be expected to do 
a bigger job in advance of the sales- 
° Joe 


man’s asking for the orde1 
H. Langhammer 


. We are 


recommending rather bold promo- 


@® WILLIS S. MARTIN CO. 


tion efforts with emphasis on im- 
provement in distributor and dealer 
relations. Market surveys on new 
products are being undertaken for 
several manufacturers, with a view 
to possible promotion at the end of 
the “emergency.” Closer scrutiny 
of media lists has been in order, and 
a general sharpening of sales and 
promotional tools is required. Our 
appropriations up about 20% 
Willis S. Martin. 

® ROTHMAN & GIBBONS. . Clients are 
more receptive to contest ideas as a 
what 
may easily develop into a tight mar- 
ket. Media research will be highly 
important and all advertising will 


means of merchandising in 


go to media with a high dollar re- 
on the 
upsurge in 


turn. Appropriations are 
rise. This is not an 
spending but a regrouping of funds 
to do a specific job . . S. L. Rothman, 


partner. 


. The 
trend among our clients’ appropria- 
tions is about 10°% higher than in 
1951. We have always made exten- 
sive use of every form of advertis- 


@® SIDENER & VAN RIPER, INC. 


promotion in our 
. Edward L. Van 


Riper, vice-president. 


ing and_ sales 


clients’ programs . 


® STEDFELD & BYRNE, INC. . . The di- 
rect advertising objective of some 
of our clients is to get more defense 
orders to cut percentage of non- 
essential production. Necessity for 
maintaining trade acceptance and 
market position for their products 
has encouraged other clients to con- 
tinue, or increase regular advertis- 
ing schedules. Introduction of some 
new products at this time is causing 
several clients to enter new markets 
and to use new media. Majority 
have increased budgets, some as 
much as 25% .. Harold Stedfeld, 


president 


® HAROLD C. WALKER, ADVERTISING . . 
The only new and different sales 





and advertising message which we 
propose at this time is increasing 
service attention to the education of 
distribution personnel, and increas- 
ing recognition of these benefits 
from a specific product. Copy should 
contain strong, selling approaches. . 
HAROLD C. WALKER. 


™@ WILSON, HAIGHT & WELCH, INC. . . 
Early in the year at least there will 
be distinct 
themes . 
tional helps, with sales-slanted serv- 


emphasis on_ service 


. conservation and opera- 


ice manuals largely supplanting the 
traditional catalog. Our average ap- 
propriation is a surprising 33% in- 
crease over 1951 . . Jesse J. Haight, 
president. 


Market Research . . New products 
will appear in 1952, backed by careful re- 
search. Fringe markets will get attention 

. new uses will be found for old products. 


@ WILLIAM HART ADLER, INC. . . Our 
clients’ primary objectives in 1952 
are to secure present distribution 
channels, strengthen that distribu- 
tion, increase its sales effectiveness 
and supplement or add to it wher- 
ever improvement can be made. We 
intend to exert every effort through 
our sales promotion, advertising and 
in the merchandising (follow- 
through) of this sales promotion and 
advertising material to improve the 
selling methods of both the manu- 
facturing and_ distribution — sales 
groups. 

Many of our clients have broad- 
ened the bases of their operations 
by adding related items to their line 
of products. These, too, will be 
tied in with the over-all marketing 
endeavor for the coming year. 

In many cases, advertising is be- 
ing built around the distribution or- 
ganization with imprinted catalogs, 
engineering manuals and listings of 
distributors’ names in ads wherever 
possible to further excite its en- 
thusiasm William Hart Adler, 
president. 


® CALVIN L. CLAUSEL, JR., ADVERTIS- 
ING .. Most of our accounts approach 
their schedules on a task basis. I 
would say their 
from 10% to 15% 

None have earmarked any dollars 
for true market research; however, 

do know that several have budg- 
eted more for product research 


increases average 


Mr. 2. Cal, the PF 


decal merchandiser, says: 


BUILD GOOD WILL 
AND SALES 

WITH PF 
DEALER-SERVICE 
DECALS! 


Appa red 


B... up your franchised dealers! 
Point them out with dynamic, colorful 
PF decals! On windows, doors, store 
interiors, PF decals identify your 


dealers . . . help you cash in on the 
pulling power of your national adver- 


Manville 


tising. Remember, every type of PF 
decal — window decals, nameplate 
decals, product-decoration decals, 
decal valances — sticks to its job of 
turning impulses into sales! 


PF DECALS . . . your last link between advertising and the sale! 


art services, 
consultations 

and estimates 
without obligation 


Firm 


als City 


Name 


Please send me your Dept. IM2 
FREE BOOKLET ‘“DECAL-WAYS TO SALES!” 
with samples of PF decals. 


Address_ 


Zone State 


PALM, FECHTELER & 


220 WEST 42 STREET, 


NEW YORK 
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THERE'S EXTRA Self IN THE 


Slant 
octhone 


SOUTHERN* SPIN-WEAVE PLANTS! |} 
yours exclusively in 


... to help you sell 


* The Southern Spin-Weave 
market alone accounts § for 
more than 75% of the total 
Spin-Weave industry in the 
United States. 





COMBINATION 
RATES SAVE YOU 
EVEN MORE! 


If you want to reach the 
whole textile industry, use 
our combination rate for 
Textile Bulletin) and The 
Knitter, 12 pages in each 
(24 pages total) cost less 
than 12 pages in any gen- 


eral textile journal. 





Te xtile sulletin is the only exclusively 


Spin-Weave journal of the textile 


industry. 


It is edited solely for the men who own 

and operate Southern mills . . . deals 

only with problems and_ conditions 

which exist in Southern Spin-Weave 

mills and processing plants. The South- 

ern Slant is a precious plus ... found 
in Textile Bulletin. 


Textile Bulletin gives complete—100% 
coverage of the South’s Spin-Weave 
mills and their dyeing and _ finishing 


plants. 


CLARK PUBLISHING CO. 
CHARLOTTE, NORTH CAROLINA 


If SPIN-WEAVE mills are your target 


THE SOUTH 


IS YOUR BIGGEST MARKET... 


TEXTILE BULLETIN covers it like a blanket... 





WANT TO KNOW 
WHAT SERVICES 
ARE OFFERED 

BY LEADING 
BUSINESS 
PUBLICATIONS ? 
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and new product development. 
There is a definite trend of ad- 
vertisers to prefer more humor. I 
have had better results from such 
schedules this year, and my ac- 
counts want more of the same. 


Calvin L. Clausel, Jr 


The defense 


program has eliminated known mar- 


® COMSTOCK & CO. 


kets but has also created new mar- 
kets for many of our clients. For 
this reason, they are planning broad 
educational and informative adver- 
tising programs during 1952. They 
will, in this way, retain contact with 
markets they are currently unable 
to serve and establish contact with 
new markets. 

Such programs require extensive 
marketing research for proper iden- 
tity of markets, changes in media 
and promotion methods and a gen- 
eral revamping of merchandising 


plans. . . H. W. Comstock. 


® GIBBONS ADVERTISING AGENCY 

We anticipate a substantial increase 
in total advertising appropriations 
in 1952. 


on several factors . . 


These increases are based 
increased rates, 
new or improved products, greater 
demand for industrial production. 

There are three ways to increase 
business. New markets, new prod- 
ucts and new uses for old products. 
On this theory, several clients in the 
industrial field are seeking new 
markets and new uses for their 
products. This requires employment 
of media serving new markets, new 
catalogs and sales literature, market 
research J. Burr Gibbons, presi- 
dent 


We have 


taken pains to point out to our 


@ HILTON & RIGGIO, INC... 


clients that payment of an excess 
profits tax by a company in 1952 
might very well be taken as a sign 
of deficient management. Manufac- 
turers must recognize that the pres- 
ent excess profits tax law is creating 
25c dollars, which prudent manage- 
ment men would do well to spend 
for new product research, reorgan- 
ization of production, testing of new 
products, increased advertising, new 
branch offices and repair and main- 
tenance of established facilities. All 
recommended, of course, to strength- 
en the company’s position in the 
competitive period that undoubtedly 
lies ahead . . Peter Hilton, president. 





® RAY C. JENKINS, ADVERTISING 
Market research on substitute ma- 
terials and products is an item in 
some budgets, not necessarily to re- 
place military business which may 
be withdrawn in the future, but 
rather to stay in the market when 
anticipated shortages occur. In sev- 
eral instances, increased effort is be- 
ing made to promote dealer cooper- 
ative advertising at the local paper 
level and in point of sale. Our ap- 
propriations? Up 10 to 15% .. Ray 
C. Jenkins. 


® KIRCHER, HELTON & COLLETT .. We 
are urging certain of our clients to 
an intensified market research pro- 
gram for next year, and particularly, 
we are intensifying our own efforts 
of media analysis to make certain 
that our clients are getting their 
story to the real buying factors in 
their industries. We're becoming 
more and more interested in the 
circulation story as it relates specif- 
ically to primary buying influences. 

We anticipate no great copy 
changes. We consistently urge our 
clients to avoid the institutional or 
“blue sky” approach even when 
they are in a sold out condition 
Ralf Kircher, president. 


@ NAT M. KOLKER ADVERTISING 
Our clients’ appropriations are ap- 
proximately 20°, higher than 1951 
. mostly to take care of rising space 
and production costs. Several ac- 
counts curtailed advertising last 
year because they had very little to 
sell outside the military. Their pres- 
ent view is to seek new markets, 
make new friends in spite of the 
supposed shortages . . Nat M. Kol- 
ker. 


™ HARLAN LONG ADVERTISING . . In 
two instances clients plan to develop 
new markets. One will invest 8° 
of the new budget in market re- 
search in undeveloped markets in 
this country; the other will attempt 
to develop an export market. 

Economy will sound a strong note 
in most of our copy . . Harlan Long, 
president. 


® O'NEILL CO., ADVERTISING . . While 
all our accounts are shooting for 
military business, none are leaning 
on this business. Most are exploit- 
ing or seeking to exploit new mar- 
kets, although not spending any ap- 


Let's face it, Mr. Space Buyer! This is the “shape” 
of American Industry today. It's the industrial 
“ratio map” of the U. 8. A.—showing the area of 
each state in exact proportion to its manufacturing 
The purpose To illustrate the relative value of 
your industrial markets—to show you where to 
pin-point your advertising. We'll send you a large 


copy FREE! 


The “Heart of Industrial America” is the World's Richest 
Concentration of Industrial Buying Power! The One and Only! 


No other single area of its size on earth can equal 
this great “heart”. Highest productivity, most di 
versification a fast growing, 90-billion-dollar in- 
dustrial market. Here’s where industrial P.A.’s are 
facing their biggest purchasing responsibility of all 
time. Help them to buy wisely. Place your message in 
their own magazine—The Midwest Purchasing Agent! 


You get 100% “Buyer” Readership in MPA! It's “Must’’ 
reading for more than 3,800 P.A.’s in that big “Heart’’! 


Here’s a newsy, alert 178-pager, offering “national” 
features at low “regional” rates. Does it produce? 
“Yes!” agree these “national” advertisers who use 
over 50% of the space (steel) U.S., Republic, 
Ryerson, Williams; (brass) Bridgeport, Chase, Sco- 
vill, American; (oil) Standard, Cities Service; 
(packaging) Hind & Dauch, Rob't Gair, Ameri- 

can Box; (brushes) Osborn; (castings) Eaton; 

and others. 


For details, see SRDS, or inquire direct. 


re MIDWEST 
PURCHASING. 
AGENT 


645 Penton Building 
Cleveland 13, Ohio 





ve TOOL 
NGINEER 


In every industrial plant there 
are men whose specific job it is 
to sell their own companies on 
investing in your product. 


They not only initiate* pur- 
chases of new manufacturing 
equipment, processes and ma- 
terials but also select* the type 
and make. 


(*)—For statistical information 


on their influence write us 

for a copy of "Something 

happened : 
Industry refers to these men as 
‘tool engineers’ although in 
their own companies they may 
carry such titles as President, 
Manufacturing Manager, Pro- 
duction Engineer, Master Me- 
chanic, etc. 
18,000 of them are members of 
the American Society of Tool 
Engineers. The magazine they 
are sure to read is their own 
publication. . . 


Ta Citi) | 


Engineer 


PUBLICATION OF THE AMERICAN 
-Telel| 28 ame) mm sete) Ged 11133 3) 


preciable amount on market re- 
search, unless exploratory ads can 


be called market esearch Ned 
O'Neill 


Marketing 


dollars are mounting, and wisely so, 


® SHAW-SHON, IN¢ 


for there are new markets for all 
products today. Business men with 
foresight are getting prepared, and 
know that the military business will 
one day be withdrawn from the 
Appropriations . . definite- 


Arthur J. Shaw, secretary- 


economy 
ly up 


treasure! 


. Some 


clients have a selling job to do to- 


® STAAKE & SCHOONMAKER . 


day and others are looking to the 
future when new and larger mar- 
kets must be ready to absorb pro- 
duction increases. In these endeav- 
ors, it is encouraging to find clients 
more willing to approve plans for 
research of advertising coverage of 
dealers and customers, as well as 
general customer and prospect re- 
Expenditures are apt to 
increase Cc. B 


Schoonmaker, owner. 


search 


average a 10% 


. We 


are in the process of educating our 


® WHITE ADVERTISING AGENCY . 


present clients to make extensive 
use of market research to pinpoint 
markets This is 


presently being done with all new 


evaluate their 


clients before any space is used. 
Copy angles will be the same except 
where through research we find 
markets other than existing ones 
where copy approaches should be 
changed to fit 
creased about 18° 


Budgets have in- 
Stephen W 


Olesiuk 


® FRED WITTNER ADVERTISING The 
problem for industrial advertisers in 
1952 was aptly posed recently by Q 
Forrest Walker, economist of R. H 
Macy & Co., “Ob- 


viously, we cannot expect continu- 


when he said 


ous expansion of production facil- 
ities at recent high rates. We are at 
the beginning of a period when we 
must not only improve old selling 
methods but find new and better 
ways to broaden our markets to 
facilities fully 
That 


need is only temporarily modified 


make these added 


productive and_ profitable. 
in some lines by the current de- 
fense program 4 


Our agency finds that advertising 


“Ie TOOL 
ENGINEER 


TOOL ENGINEER magazine is 
published by and for tool engi- 
neers — the men whose specific 
responsibility it is to initiate 
purchases of new equipment, 
processes and materials in their 
own companies. 


If you sell the tool engineer on 
your product he will sell it for 
you. TOOL ENGINEER maga- 
zine can do that job for you at 
amazingly low cost, when you 
consider it is THE magazine of 
18,000 key tool engineers in in- 
dustry. 


Do they read it? Over 80%, 
at their own request, receive 
the TOOL ENGINEER at home 
where they have more time to 
study the editorial and adver- 
tising pages for information on 
what to recommend to their 
companies. 


Give the tool engineer the in- 
formation he needs on YOUR 
product. Use HIS magazine. . . 


Ta Citi) | 
Engineer 


A.S.T.E. BUILDING 
10700 PURITAN AVE., DETROIT 21 





appropriations for 1952 are up. 
More effort and probably more 
funds will be devoted to discover- 
ing the new markets that Mr. Walk- 
er talks about than in the previous 
18 months. . . Fred Wittner. 


Biggest Headache: Costs. . Several 
methods are being used to combat steadily 
rising space and production costs: smaller 
sized ads in the same publications, less 
use of color, making one piece of art work 
do the work of three, closer scrutiny of 
media, repeat ads . . all will help save 


money. 


® GLASS & ASSOCIATES . . To aid in 
offsetting rising costs to clients, 
more study is being given respective 
marketing areas; equitable circula- 
tion in fewer publications, and the 
100° contrast of black and white 
displacing, in a liberal measure, 
multi-color .. L. P. Glass, president. 


® SIDNEY GARFIELD & ASSOCIATES . . 
Budgets will be up . . but not as 
much as space and production costs. 
Which means that it will take more 
ad dollars to get less circulation. 
One way we will combat this is to 
look for advertising ‘overlays’ . . a 
certain position, perhaps, a certain 
publication, a certain size and shape 
that will get more than its ordinary 
share of readership. The only way 
we can beat the rising cost of space 
and production is to be doubly care- 
ful of how we spend . . Sidney Gar- 
field, president. 


® GEO. C. MCNUTT ADVERTISING 
Repeating ads, being careful, avoid- 
ing duplication of retouching and 
other artwork are several ways we 
are using to beat the problem. Most 
of our appropriation increases are to 
take care of higher media rates. . 
Geo. C. McNutt. 


@® RICKARD & co. . . Taking our 
clients as a group, I would say that 
1952 appropriations will increase 
from 10% to 15° over 1951. 

In some instances, some of the ex- 
tra money appropriated for 1952 
will be used for marketing research 
to discover new markets to replace 
the present military business which 
one day may be withdrawn from the 
economy. 

We are doing many things in an 
attempt to curb rising production 


on-the-spot 
Salesmen! 


When your product story appears in the ASME 
MECHANICAL CATALOG and Directory, each 


copy works for you as a resident sales representative. 


This salesman is on the job every working day; pre- 
sents your sales story exactly as you direct; demands 
no expense account. And as a competent technical 
expert, he functions as the perfect counterpart of 
personal selling. 


These 15,000 salesmen will sell for you in the plants 
and offices where the big bulk of specifying and buy- 
ing of products for the mechanical industries takes 
place. Each one is consulted, on an average, 30 to 50 
times during 12 months and by 3 to 5 persons who 
influence selection. 


A full page presentation of your products costs only 
$405 a year. Additional pages of catalog data can be 
presented at a descending cost which comes down to 
$162 a page beyond 4 pages. Deadline for the 1952-53 
Edition is June first of this year. Product story 
changes can be made through June. 


“ENGINEERED Industrial Marketing,” tells all 
about the twelve months selling job which the 
ASME MECHANICAL CATALOG and Directory is 


ready to deliver. A copy will be sent on request. 


MECHANICAL CATALOG 


and Directory 


The American Society of Mechanical Engineers 
29 West 39th Street, New York 18, N. Y. 
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Any Old 

Story 
Won't 
Click . 


The Provisioner can provide valu 
able help and assistance to any 
firm wishing to increase sales to 


the basic, essential meat industry 


This multi-billion dollar industry 
is a big customer for the hundreds 
of products bought by other in 


dustries 


The meat industry is highly spe 
cialized with operating condi- 
tions entirely different than those 


of any other 


Within the same plant, wide ex 
tremes of temperature from 
well below freezing to well over 
the boiling point of water 

severe moisture and humidity 

acidity these are some of the 
conditions common to every micat 


industry plant 


Obviously, meat industry men 
show decided preferences for sup 
plies, equipment and machinery 
offered to them in terms of meat 


industry application and use 


Best proof of this is the fact that 
the successful meat industry sup 
pliers tell their stories in The Pro 


visioner regularly 


Sixty years of service to the in 
dustry we know best has amassed 
valuable information about the in 
troduction, application and use of 
hundreds of products bought regu 


larly by the meat industry 


These valuable sales helps and in 
formation are available to firms 


seeking more sales 


Ask The Provisioner representative 
or write Sales Promotion De 
partment and we'll send you the 


information you need 


ATIONAL 
e 


THE MEAT INDUSTRY'S 
MAGAZINE 


15 West Huron Street, 
Chicago 10, Illinois 





and space costs. Here are just a few 
examples: (a) Through group meet- 
ings and written instructions, our 
whole organization has been made 
cost conscious,” (b) we are using 
existing art work where possible, 
(c) we are substituting photographs 
for expensive art work where pos- 
sible, (d) we are repeating adver- 
tisements, (e) we are eliminating 
“doubtful” publications from our 
clients’ schedules. . . H. L. Fisher, 


president 


® TAYLOR M. WARD, INC Rising 
space costs will be curbed to some 
extent by reductions in amount of 
space used, rather than by reduc- 
tions in number of insertions. One 
client's page ads in several papers 
will be cut to two-thirds page ads 
This will make possible using the 
same ad in other papers where two- 
thirds pages are in use, thereby cut- 
ting space and production costs. Ap- 
propriations are up J. W. Carey, 


vice-president 


Direct Mail, Media . . It should be 
a good year for direct mail and business 
papers. The new products will find new 
media to go into . . but some publications 
may have to prove what they say, since 
ability to pull inquiries and circulation 


stories will be watched. 


@® BYER & BOWMAN .. Appropriations 
generally will be up around 20% for 
1952. In some cases, any increase 
represents increased space and pro- 
duction costs. Severa! clients, how- 
ever, are bringing out new products 
and widening markets for old ones. 

We have 


critical and selective in our space 


become _ increasingly 
buying. We are more concerned 
with duplicate circulation . . also 
more interested in readership rather 
than circulation figures Herbert 


Byer, president 


® COWAN-GILLIAM ADVERTISING 

New media are always being sought 
Neglected territories are being cul- 
tivated. Marginal media have their 
place. Our clients cultivate the vir- 
gin areas which larger manufactur- 
ers neglect it pays off. Our ap- 
propriations are up about 10°) from 
1951's all-time high Joseph B 


Cowan, owner 


@ SIDNEY CLAYTON & ASSOCIATES 


new medium that looms largest 


in the picture for 1952 in our indus- 
trial accounts is direct mail. A sub- 
stantial budget increase from one 
client will go entirely to direct mail 
for specific markets. Appropriations 
are about the same as last year, al- 
though we have received additional 
money from one client for market 
research Sidney Clayton 

® BERT S. GITTINS ADVERTISING .. We 
have noticed a tendency to cultivate 
new markets and that calls for new 
media. This might mean the addi- 
tion of either vertical or horizontal 
publications. Average appropria- 
tions increases are considerably 
higher than 10° . . Bert S. Gittins 


® MAC GRUDER-BAKEWELL-KOSTKA 

Additional media will be used. Our 
industrial advertisers intend to take 
full advantage of consistent space, 
increase over-all budgets to obtain 
a well-rounded program and appear 
to be bent upon hard selling efforts. 
. . Robert D. MacGruder, president. 


® ROLLEY & REYNOLDS, INC. . . 1952 
appropriations for this agency in the 
industrial field are up approxi- 
mately 25°. 

Additional media will be used. 
Present plans call for the dropping 
of only a relatively small amount 
of presently used media, but involve 
considerable additions. 

Material shortages have very lit- 
tle to do with any changes in adver- 
tising programs. A. F. Byers, 
vice-president. 


H. G. Rowland. . s; 


Business paper circulation problems . . wi!! 
ssed and :s itions suggested by 





Dollar volume up 20% 





more buying power, more prosper- 
ity, more industry profits. 

They'll bring us record peacetime 
outputs, record employment. 

That makes it lovely for many of 
the industrial papers. What about 
the consumer soft goods sales? And 
what about the consumer buying of 
durables? 

My crystal gazing, despite all- 
time savings highs and high pay- 
checks today, says our people will 
have this state of mind in 1952: 

They will have the willingness to 
buy, the capacity to buy, but they 
will be in a saving mood, more tax 
conscious than ever; they will have 
already bought up a lot of the large 
things they need; they will be out 
of the market for television sets, ap- 
pliances; they will be definitely 
price-conscious (they have to be 
when they will spend so much of 
their paychecks for taxes, food and 
shelter). 

All that spells out one obvious 
fact to advertising people: we are 
in a highly competitive economy 
where survival of the fittest will be 
the rule. We are in an era in which 
there can be plenty of sales . . if 
there is intelligent merchandising, 
if there is full recognition of the 
available cash, the accelerated sav- 
ings, and if there is intensive pro- 
motion to sell a product. 

There lies the job of the business 
paper today. If it can lead an in- 
dustry into recognizing the current 
consumer prosperity and ability to 
spend, we might get out of the hor- 
rible difficulties ahead of so many 
merchandising magazines today. 

I do not find recognition of that 
in all business papers. On the con- 
trary, I find retrenchment in their 
own promotion when _ intensified 
selling is called for. I find 1952 
budgets laid out below 1951 sched- 
ules. That, I am afraid, will do more 
to kill off growth than anything I 
can think of 


Why Rate Raises? . . I have been 
the target of much slugging because 
I have pressured many business pa- 
pers into rate changes throughout 
the past few years. If I had not, I 
am afraid a lot of them would be 


How many 
unpaid salesmen 
do you have? 


Read “Your Unpaid Salesmen,” the 
current S. D. WARREN COMPANY 
message, in THE SATURDAY EVENING 
POST for February i6th and in TIME 
for February ith. 
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Practical ‘know how" 
for busy engineers 
& 


Sales 
Engineers 


Operating 
Contractors’ 


' Engineers 
Architects Engineers 
Engineers 


Editorial content that builds 
readership 


Mont} 


Industrial Plant 
Engineers 


after ont HEATING ND 
\TING provides its reader Consulting 
4t intormatior Out 2.4 \ r - 

e fields of Air Conditionins Engineers 


nt ( 
leating 


: i 
e! H 


Government 
Engineers 


Readership that builds sales 


ictica la 


ind u eir W 


4n Industrio! Press Publication 


HEATING aND VENTILATING 


148 LAFAYETTE STREET NEW YORK 13, N. Y. 





For 
Quthonitatiwe 


Fads on 
85 INDUSTRIAL 
ano TRADE 
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INDUSTRIAL 
MARKETING 


out of business today. 

Let’s understand the reason for a 
rate raise. I argue for it every time 
I see a condition where (1) costs are 
certainly going up, (2) rates are 
insufficient to do a decent publish- 
ing job and (3) profits are grossly 
inadequate 

No matter what may happen to 
consumer prices, I’m sure we'll have 
a cost step-up in business papers 
this year. That will come in print- 
ing, salaries, postage, perhaps paper. 
I'd assume the change will be at 
least 10%. On that basis alone, I’ve 
been pleading for rate change an- 
nouncements to be made_ before 
April 1 with protection of some kind 
only to advertisers already sched- 
uled for 1952. 

That is only part of the story: we 
need much more rate changing to 
better do these fundamental jobs: 


1. Far more business paper media 
promotion, which has not kept pace 
with the requirements of the era. 

2. Far more essential research for 
advertisers into the method they 
should use for building sales in each 
field. That means far more money 
spent in creating ideas, promotion 
plans, detailed copy suggestions, 
facts 

3. Far more contact with adver- 
tisers to show them how the current 
economy, the current tax rates, the 
government regulations will affect 


their businesses. 


Sure, that will cost a lot of money. 
But it is essential to protect.the 
Holding 


tight to current rates will not per- 


publication and its field. 


mit most business papers to do the 
full servicing for which they were 
designed. They have got to plan 
moving rates up this spring. 

The crystal ball says we will get 
many business paper reorganiza- 
tions soon. A lot of business papers 
are still losing money, and many, 
many more are on the margin. Cer- 
tainly much can be accomplished in 
decent cost control: that is still 
very, very sloppy in many publish- 
ing houses. 

But even if they do everything 
possible to get decent rates and cut 
costs, my crystal ball says a lot of 
papers must go out of business in 
the next few years. They just do 
not have the finances to get them 








into intensive research needed to 
get out of the horrible squeeze of 
increasing costs and frozen space. 

Look for much study of mergers 
of papers this and next year. Some 
have already begun in publications 
we serve. For the first time since 
the 1930’s, we have had audits for 
two publishers to find duplication of 
lists looking forward to advantages 
of mergers. 

Another observation on mounting 
costs: since rate changes are of the 
essence, and since we often deal in 
most papers with a pretty frozen 
advertisers-prospect list, we can get 
the rate step-up to decent figures 
only by building greater distribu- 
tion of the magazine. Only that will 
give us better rates. So must come 
very, very serious study of: What 
others can be solicited as subscrib- 
ers? How can we broaden the base 
of the present distribution . . all in 
readers highly acceptable to the 
same, or closely related, advertisers? 
From that, what rate would come? 
What profits will that give? 


Teax-Cheap Ad Dollars Good? .. 
What about the influence of 82% tax 
rates on advertising? Has it yet be- 
come discernible? What can you 
look forward to in the next year or 
two? 

For the first time I think we have 
begun to see contracts signed by 
industrial advertisers just be- 
cause advertising is cheap. I think 
that is evident in some 1952 budg- 
ets. Business papers never sell 
that way. They argue strenuously 
that advertising will build sales 
taxed at the same rates as the de- 
duction permitted. 

And yet these freaks in the tax 
law . . permitting bargain rates on 
increased profits (82% down to 
70%), allowances to bring the rate 
much below 70° on new corpora- 
tions, carryovers of credits and a 
dozen other avenues of relief have 
created opportunities for tax stu- 
dents to point out the cheapness of 
promotion disbursements in one 
year .. as contrasted to another. 

My guess is that the 1951 law 
(passed last October) cutting ad- 
vertising costs to 18c finally clinched 
that. And my crystal ball tells me 
we can expect to hear a lot more 
about 18c advertising costs in 1952 
and 1953. . particularly when people 


ITS REVOLUTIONARY! 


Makes 


DRY 


PHOTOCOPIES 
of anything 


instantly! 
ee, 


New, low-cost machine makes 
photo-exact copies from orig- 
inal letters, forms, bids, con- 
tracts, invoices, reports, blue- 
prints—right in your own office. 


Here is the first major advancement in office 
copying in the last 15 years. Can save you up to 
80% on your copying jobs! Eliminate costly re- 
typing, handcopying, checking or sending out- 
side for expensive copying service. The Auto- 
Stat is the first low-cost machine that makes 
error-proof, legally acceptable, black and white 
photo-like copies—WITHOUT SLOW, MESSY 
DEVELOPING, FIXING, WASHING OR DRY- 
ING. It’s fast—only 2 simple steps instead of 
12 required by old methods. Makes prints in- 
stantly from any originals—whether printed on 
one or two sides. Requires no dark room—and 
any inexperienced clerk can operate it! 


Pictures and tells complete 
Auto-Stat story—shows 
you how you can use this 
revolutionary new photo- 
copy method. 


tHe ApEco 


Ae at 


ALL- ELECTRIC! FULLY AUTOMATIC! 


NEW! Nothing else like it! 
So low cost! So compact! 
About the same size as a typewriter—and costs 


less! It's portable—just plug in any outlet— 
and the Auto-Statis ready for instant operation. 


No developing No fixing 
No drying 
No installation No fumes 


No washing 


Representatives in every principal city. 
Tig, PE a eae make 
American Photocopy Equipment Co. 

2855 North Clark Street, Chicago 14, Ill. 


Please Rush me—without obligation—FREE 
copy of your new book on Auto-Stat—with full 
details on this new photocopy method. 


Name. 





Firm. 





Address 
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The Super-Market In the * of America’s Industrial Future 
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The Whritten-Jn Votes 
Are More Valuable 


THAN “CHECK WHICH ONE [ | [ | [ |” 


What Happened in a Recent Surwey— 


When contractors were asked to name the construction papers they read, there was no 
printed list for them to check. They had to WRITE IN the names! And they did! 
79.50% wrote in CONSTRUCTION NEWS MONTHLY! (The next highest journal being read by 
them in this great SIX-STATE AREA received only 10.25% of these written-in ‘‘votes’’.) 


@ And that, sir, is significant and should be an influential factor in 
your decision to use the publication which proves what we've been 
talking about all along—EAGER READERSHIP! Give readers what 
they want and majority coverage of a market becomes automatic. 
There is a special incentive for those in the construction field to read 
CONSTRUCTION NEWS MONTHLY. It pulls at the heart strings because 
it pulls at the purse strings. Each issue carries the NEWS—local and 
regional—which interests them the most, especially BIDS WANTED, 
CONTRACT LETTINGS, etc—the lifeblood of the construction industry! 
Ask us to supply facts and figures. 


TO SELL THE CONSTRUCTION MARKET IN THIS GREAT SIX-STATE AREA, USE CONSTRUCTION 
NEWS MONTHLY—TO USE CONSTRUCTION NEWS MONTHLY IS TO SELL THE CONSTRUCTION 
MARKET IN THIS WEALTHY SECTION 


cyclin === 


CONSTRUCTION ACTIVITIES 


IN. ..OKLAHOMA 
Eastern MISSOURI 
ARKANSAS 
Western TENNESSEE 
LOUISIANA 
MISSISSIPPI 








ARE YOU BUILDING A 
BUSINESS PAPER SCHEDULE? } 


Than. rofer to 
Industrial Marketing's 
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& DIRECTORY NUMBER _ __ 





find out how little is left after taxes 
in 1952. 


We'll probably get no tax increase 
this year. But I assume a step-up 
after elections. It must come to 
balance our budget. 


And I'd assume a pretty intensive 
look at the way advertisers spend 
their money on institutional copy. 
Your best bet is to tell them to write 
copy that is selling their products . 
not copy pushing a pet charity, a 
pet ideology or a pet political can- 
didate. If they keep out of that area, 
and keep selling, we'll have no tax 
trouble with whatever they spend. 





NIAA sets May 1 deadline 


on all contest entries 


® NEW york .. For the first time in 
the 30-year history of the National 
Industrial Advertisers Association 
all entries for NIAA-administered 
awards will close on a single date. . 
May 1 

Awards Administration Chairman 
Robert C. Myers, U. S. Steel Co., 
Pittsbrugh, said the single deadline 
was established to avoid confusion. 
He emphasized that no extensions 
of that date would be granted. Win- 
ners of all NIAA awards will be 
announced at the association’s 30th 
annual conference June 29 to July 
2 in Chicago. 

Supervision of each competition 
is by a member appointed by Mr. 
Myers. Individual award chairmen 
are: Industrial Press award, J. 
Whitford Dolson, Hercules Powder 
Co., Wilmington; McGraw-Hill Pub- 
lishing Co. awards, Jackson Hazel- 
wood, Fuller & Smith & Ross, Cleve- 
land; NIAA Publishers Sales Pres- 
entation, Kenneth J. Bayer, Oak- 
leigh R. French & Associates, St. 
Louis. 

Putman Publishing Co. awards, C. 
W. Tunison, Foy Paint Co., Cincin- 
nati; Traffic Service Corp. Award, 
A. J. Griffin, Ticonium Co., Albany; 
“NIAA Toppers” awards, T. M. 
Lowe, General Exhibits and Dis- 
plays, Chicago; and NIAA Industrial 
Exhibit. Paul F. Vollmer, Blau- 
Knox Co., Pittsburgh. 
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10 case histories of how 


industrial advertising 
helps make sales 

This is recommended reading for all 
industrial advertising men. The ten top 
entries from the 1951 Putman Awards, are 
briefed in this 48-page “how-it-was-done” 
manual. Basic facts on each entry include 
(1) the company’s specific sales problem 
and objective, (2) exact portion of job 
assigned to industrial advertising, (3) the 
advertising program and how it was car- 
tied out, and (4) tangible, documentary 
evidence of results achieved, of objectives 
gained. 
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100 books on advertising 

Here's a listing of books covering all 
phases of the advertising field. Books 
listed deal with subjects such as indus- 
trial advertising, ad copy, direct advertis- 
ing, advertising agencies, market research, 
publicity, television, etc. Compiled and 
annotated by Donald H. Jones, professor 
of journalism, University of Missouri. 
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Short course on 
different printing processes 

This 24-page manual explains the three 
printing processes in common use today 
. » letterpress printing . . gravure printing 
. . Offset lithographic printing. Chapters 
discuss (1) reproducing drawings and pho- 
tographs, (2) preparing pictures for re- 
production, and (3) terminology. Published 
by S. D. Warren Co., Boston. 
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What buyers like to read in ads 


Do salesmen refer to their company’s 
advertisements in business papers? Do 
readers of ads respond directly or do they 
wait for the salesman to call? What do 
buyers like to read in ads? These are 
among the questions answered in a study 
just completed by “Machine and Tool 
Blue Book.” Copies are available. 





Ps & Send for these helpful selling tools 
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Cut your sign costs 
with molded plastic letters 

Smart appearing, inexpensive signs can 
be made from a line of new, molded 
styrene plastic letters. The three dimen- 
sional letters, available in sizes from one 
to four inches, in red, black and green, 
can be affixed to Lucite, Plexiglas, glass, 
cardboard, or metal. Letters can be re 
moved and reused. J. E. Barron Asso- 
ciates, Cincinnati, offers descriptive litera- 
ture. 
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Schedule of new postal rates 

The Davis Press, Inc., Worcester, Mass. 
will be glad to send you a copy of a wall 
chart detailing the new postal rates that 
were effective Jan. 1, 1952. It covers 
more than 20 different types of mailings 
affected by the new rates. 
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Helping hand for both 
advertisers and 

Tempo, Inc., Chicago, buys no space, 
buys no time, has no media department 
. . it's an organization devoted to helping 
advertisers and agencies work faster and 
better. Tempo can help with copy, art 
and design, type specifying, photography, 
and package and container design. A 
four-page brochure tells the complete story. 


208/circle on Readers’ Service card 
You can reduce type costs with 
portable photographic typesetter 
“Filmotype” is a portable typesetting 
machine that photo-proofs type composi- 
tion on paper or film within minutes. It 
produces sharp, clean proofs in all pop- 
ular type styles and faces from 10 pt. to 
144 pt. at a fraction of usual typesetting 
cost, according to Filmotype Corp., Chi- 
cago, manufacturer of the unit. Descrip- 
tive literature is offered. 
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PRODUCTS SOLD 





ADORESS 





CITY & ZONE 


*Note inquiries for items listed 
not serviced beyond May 15, 1952 








BUSINESS REPLY CARD 
First Class Permit Mo, 95, Sec. 510, P, L. & R.. Chicago, Ill. 








Readers’ Service Dept. 
INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, Il. 
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How to write 
new product news releases 

Here's a booklet of “do's and don'ts” 
prepared for those who write new product 
news releases. It tells what points to 
write about . . what questions to answer. 
Just as important, it tells what NOT to 
write. Prepared by the editors of “Busi- 
ness Week.” 
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Four ways to get more sales 
without more salesmen 


Slide charts, calculators, and selectors 
are good selling tools. Offered in ads, 
they draw inquiries from cream prospects. 
Slide-charts can be moving pictures show- 
ing the actual operation of a piece of 
equipment, presenting the sales message 
graphically. This 28-page booklet shows 
how specially designed slide-charts are 
used by nationally known advertisers. 
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How to compete for the 
$5,000 Putman awards 
At the NIAA Conference in 
next June, five advertisers and 
vertising agencies will share $5, 
cash awards . . ranging from 
$1,000. A special booklet tells 
take port in this annual competi 
signed to recognize “the best use 
dustrial advertising, and the best 
mentation of such use, in makin 
effective the selling of products or 
ices to industry.” 
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Portfolio of 
offset lithographic ideas 

This portfolio contains 24 samples of 
work printed by offset lithography. Its 
purpose: to demonstrate the many uses 
and versatility of offset lithographic print- 
ing. Offered by RCS Offset Printers, 
Chicago. 


fit. 
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INDUSTRIAL MAREETING 
200 East Ilinois St., Chicago 11, IL. 
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Business outlook for 1952 


A survey published in the January, 1952 
issue of “Mill & Factory” shows that 34% 
of companies canvassed expect better 
business, and 55% expect more defense 
work. Respondents also answered ques- 
tions such as, (1) how will your 1952 labor 
force compare with 1951? (2) do you ex- 
pect to increase prices in 1952? Copies 
of the complete study are offered. 
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The Pulsebeat of Industry 


In this digest report for executives, 
McGraw-Hill editors draw upon their in- 
timate knowledge of specific industries 
to discuss current trends, and project the 
outlook for industrial markets, products 
and services. Concise reports cover 29 
different industries and fields . . for ex- 
ample, coal mining, aircraft manufactur- 
ing, electronics, metalworking, textiles, etc. 
92 pages. 
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Idea book on labels 


Labels . . labels . . labels! This cata- 
log shows millions of them . . almost. 
Address labels, product labels, warning 
labels, instruction labels, etc. You'll want 
a copy of this catalog for your source file. 
Offered by Ever Ready Label Corp., Belle- 
ville, New Jersey. 
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What's the turnover 
among key men in industry? 


Of every 1,000 key men in industry, 
497 are normally on the move in any 
given 12-month period . . but in a national 
emergency, the turnover jumps 29% to 
629 moves for every 1,000 men. Details 
of the study, conducted by McGraw-Hill, 
are available in a two page study. 
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team work, we would recommend 
the following: Se ae 

1. Travel with your men. Learn Among manufacturers of 
more about them, their customers 
and their customers’ needs. When CONSTRUCTION AND MINING MACHINERY AND EQUIPMENT 
you travel, have available quickly 
the printed material which you can 
offer at the proper time. 

2. Merchandise your advertise- 
ments and product bulletins to your 
salesmen. Let them know at all 
times exactly what you are doing. 

3. When you prepare ads and bul- 
letins, have in mind their use 
by your salesmen. Some advertis- 
ing managers prepare a good part 
of their direct mail, product litera- 
ture, etc., on a personal presenta- 
ee see a ae | 354 MAJOR PLANTS EMPLOY 119,299 
it so that a salesman can easily use | 
it piece by piece in the course of | 
his every day selling. a de f P a 5 

adinns pin cits wack shiet tae | 93.5% of production in this industry. 
lines and get your sales manager to | : ' 
nang in fc ci eos at The latest McGraw-Hill Census identifies each and every one of these 
7 , ss eet: angie ‘ d ste 354 key plants in the United States — those with over fifty employees — 
cae ag in 9 Posen a by name, location, number of employees, and chief product manu- 
will then assured of a close tie- 


factured. 
in between the spoken and printed The Construction and Mining Machinery & Equipment field includes 
word. Mailings following up your construction, mining and similar machinery ... and oil-field machinery 
salesmen’s calls and close coopera- and tools. This field is only one of 144 segments of manufacturing 
tion with your inside sales depart- | industry. In each of the 144 segments, McGraw-Hill’s Census isolates, 
ment should complete the job. identifies, classifies and rates the worthwhile manufacturing plants. 


— account for 93.5% of total employment, 
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urers are, their 
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oe ng ils on McGraw-Hill’s MARKET DATA BOOK 

joes noi match Complete deta se sel statistics OS 
A ther wall deadlocked owing . 
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Twenty-five per cent rag bond is 

made so well these days that we 
: Se | 

doubt if the average customer can 


eee ae Gan McGRAW-HILL PUBLISHING COMPANY, INC. ® 


a matter of keeping the paper over 330 WEST 42nd STREET NEW YORK 36, N.Y. 
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and prospects throughout 
Latin America’s enormous 


Textile industry. - - 


is the SERVICE 
performed by 


TEXTILES 
PANAMERICANOS 


every 
month 


Here, in 
clear, simple 
idiomatic 
Spanish... 


month-by-month — re 
technological 


Is eiven 
ports of textile 
progress Here the leading 
machinery. dyestuffs and tex 

tile chemical exporters present 
their lines and. during times of 
material shortages. insure that 
the fame of their organization 
is kept alive 

More than 3000) mill men in 
Mexico, Cuba. Central and 
South America read TEX 

MILES PANAMERICANOS as 
a guide to what is new in North 
America and who makes it 
For com ple te details about this 
} 


MISINOSS ournal 


produ five 


; 


urite 


TDATILES 


PANAMERICAN PUBLISHING COMPANY, Inc. 
570 7th AVENUE, NEW YORK 18, N.Y. 
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a long period of time, we would 
vote in favor of the 25% rag for 
all your letterheads unless you 
wanted a very small portion for 
your officers’ executive correspond- 
ence, where we would probably 
recommend going even further and 
using an engraved or rag letter- 
head. 

Envelopes may be determined 
partly by personal preference but 
a more important consideration is 
that of the type of customer in- 
volved. If your customers are large 
industrial companies having mail 
opened in separate mailing rooms, 
then perhaps the envelope does not 
make much difference. If a good 
proportion of your mail will be 
opened by department managers or 
executives, then we believe it is 
important that the envelope match 
the letterhead reasonably well. We 
have seen cases in which companies 
have been able to do this without 
using stock as expensive as that 
used for the letterhead. 

We consider letterhead and en- 
velope stock important . . but print- 
ing on the paper is equally, if not 
more, important. Great care should 
be used to have a letterhead that 
will provide a strong character 
background for your typewritten 
message a letterhead that does 
interpreting youl 
Some 


a good job of 
company to your customers 
companies have been particularly 
successful along this line, begin- 
ning with a strong descriptive let- 
terhead and carrying out the same 
style, design and character through- 
out their stationery, advertising, and 
even into their building, service and 
products 

We will be interested in knowing 
what you decide to do. Perhaps 
others reading this column may let 


us have their opinions 


Does the personal approach 


fit in business paper ads? 


as men 
useholds 
} y concern their 
you have any comment 
problem that might be 
committee which 
, with the advert sing 


sing Manager 


® PROBABLY THE best answer to your 
question would be . . it all depends. 
We have seen some very good ad- 
vertisements that have successfully 
brought in the home life of the 
executives they were trying to sell. 
On the other hand, there is a great 
danger of going so far afield that 
you are actually wasting your ad- 
vertising money. 

For example: If you can bring 
out the fact that if a purchasing 
agent or superintendent would use 
your product or service his business 
life would be easier, that he would 
come home at the end of the day 
not quite so tired, that if your prod- 
uct or service would save his busi- 
ness time so that he would have 
more time for his family, if in gen- 
eral you could prepare an ad that 
will appeal to him because of the 
primary interest in his family . . it 
is quite possible that he will be 
more interested than if you appeal 
on a strictly corporation dollar-and- 
cents basis. 

However, it is necessary to vary 
your attack to prove that it is also 
a successful investment from a cor- 
because, as 


poration standpoint 


many surveys have made clear, 
anywhere between 3 to perhaps 15 
or more men may be factors in any 


important industrial purchase. 





‘Six Steps in Selling the Armed Services’. . 


William G. Trotter . 











moving in the nation’s commerce. 

Intercity truck traffic in 1950 
topped 125 billion ton miles. First 
and second quarter tonnages last 
year were up 25%, and 10.2% over 
1950. This trend upward should 
continue this year, showing but lit- 
tle decline. The slackening off in 
truck tonnage is expected to arise 
from current program to find bal- 
ance between guns and butter in 
our economy. 


Railway Age 


J. G. Lyne, editor 


® RAILWAY INDUSTRY . . Heavy lo- 
comotive and car purchases will be 
made by the railroads in 1952. The 
year will also be marked by con- 
tinued extensive improvements to 
tracks, yards, shops and other fixed 
facilities, as well as by a high level 
of signaling and communications 
equipment installations. Purchases 
of all kinds, including new equip- 
ment and fuel, are estimated to be 
in the neighborhood of $3 billion. 
The only deterrent: Limitations im- 
posed by allocations of steel and 
other critical materials by the NPA. 

On Nov. 1, 1951, the railroads had 
a backlog of 132,794 freight cars, 
compared to 113,701 a year earlier. 
Locomotives on order totaled 1,742 
compared to 1,523. Capital expendi- 
tures for fixed properties in 1951 ran 
an estimated $351,632,000, or 22.7% 
ahead of 1951, and all indications are 
that this trend is continuing. 


Mass Transportation 


@ MUNICIPAL TRANSIT . . This is one 
of the few major industries which 
has not yet boomed with the defense 
effort. From a peak of 23 billion 
riders in 1946, transit patronage has 
dropped steadily to about 16 billion 
in 1951. 

In 1952, therefore, in addition to 
material and manpower shortages, 
transit companies must continue 
their fight for life. Why? Because 
city failure to regulate private autos 
has brought traffic congestion, 
which has slowed transit service so 
as to cause more riders to switch to 
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Froved readership 
that gets action! 


Reader inquiries averaging over 9000 per mont! prove 
that HEATING & PLUMBING EQUIPMENT NEWS 


gets action. For example 


(from a manufacturer of packaged chimneys) 
“... It might interest you to know that we have 
received exactly 271 inquiries as the result of 
this article...” (Final count was 483.) 


(from a manufacturer of industrial heating 
equipment) “... The response was phenomenal. 
We can count 435 coupons from the advertise- 
ment and many, many letters we feel sure orig- 
inated from the ad .. .” 


(from a manufacturer of hand tools) “... Sales 
leads and orders have swamped us. So far we 
have counted well over 400 inquiries, and 89 
orders, most with check attached .. .” 


H P EN is the only magazine devoted principally to giving 
news of new equipment for both heating and plumbing 
Its circulation to over 35,000 heating and plumbing con 
tractors is the largest in the field. Reach these important 
buyers each month at lower cost per thousand than any 
other magazine in the field Reach them through the 


magazine that can show proved reader interest in the types 
of products you want to sell HEATING & PLUMBING 
EQUIPMENT NEWS 


An Industrial Press Publication 


148 LAFAYETTE STREET +* NEW YORK 13, N. Y. 
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"i decided to 
use GAS 


pos@ 1 get complete cov- 
erage of the gas industry. An 
industry thot plans— ond buys 
on a big scale. A stable industry 
whose construction budgets for 
the past three years have aver- 
aged more than a billion dollars 
annually. The long-term outlook 
is good with 412 billion dollars 
in new construction on the plan- 
ning boards for the period 1951 - 
1955." 











...and because GAS has 


> Largest circulation, with 92 
to individuals in Gas Companies 


D> its circulation reaches the men 
who hove authority to buy—the 
same men your salesmen contact 


Circulation Verification is Two- 
Fold. 96.53% Verified by C.C.A 
for list accuracy. 93 Verified 
for Readership by independent 
audit 


Authoritative editorial coverage 
backed by 26 years experience 
features the know-how and why 
of methods and techniques, 
which means high readership 


More editorial and advertising 
pages per issue than any other 
Gas Industry Publication 


A circulation increase of 79% 
in 10 years has kept pace with 
the growth of the industry 


Lowest advertising rate per 
thousand circulation, plus com- 
plete industry coverage 


Write for Latest 


Market Data 


A JENKINS PUBLICATION 


198 So. Alvarado Street 
Los Angeles 4, California 


their own autos, thus increasing 
congestion and compounding the 
Labor costs, 60-70°, of 


transit cost of operation, continue to 


problem 


rise while fares are regulated, and 
slow action of government agencies 
on fares increases results in a de- 
structive time lag. And many city 
franchises so drain transit revenues 
that profits become so small (or in 
many cases, non-existant) — that 
many companies consider going out 
of business 

Indeed, unless oppressive taxation 
and regulation are eased, look for a 
trend to discontinuance of transit 
service in very small cities and some 
form of municipal operation in larg- 
er cities 

Expanded war? Then transit serv- 
ice would, of course, be in great de- 
mand. But transit men do not want 
any prosperity based on war or gov- 
Rather they seek 
recognition of their problems and 
acceptance by the public of their 


ernment edict. 


product . . a new and modernized 
ride, superior to private autos for 


certain urban needs. 


Southern Automotive Journal 


® NEW AND USED-CAR MARKETS 
New car production may reach 4,- 
000,000. But, the threat of an in- 
creased excise tax from 10% to a 
record 20°, plus a possible higher 
price level caused by upped produc- 
tion costs, may make the dealers’ 
problem that of finding enough buy- 
ers for this reduced number of new 
cars. At any rate, dealers are ex- 
pecting difficulty in moving this vol- 
ume. Factory executives say, how- 
ever, that the dealers can sell the 
amount produced . . if dealers polish 
up their sales forces. 

The service and repair industry 
likely will reflect greater dollar vol- 
ume. Dealers expect a bigger role 
for the used car market. 





Jack C. Heath. . 


Charles H. Griffith . 
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... because it gives me the 
best coverage of the fast- 
growing Liquefied Petro- 
leum Gas Market. An in- 
dustry that has tripled its 
sales in the last five years, 
and now serves more than 
8,000,000 consumers.” 





... and because BP-News has 


> 50° greater coverage of read- 
ers in Bulk Plants who represent 
85°% of the industry’s purchas- 
ing power, 


Largest circulation, highest sub- 
scription rate, and the highest 
renewal percentage in the in- 
dustry. 


The Pioneer Publication with 
more than 20 years editorial ex- 
perience. 


Publishers of the only library of 
technical books —— Headquarters 
for LP-Gas information § since 


193] 


Seven Readership surveys prove 
BP-News first choice by a 2 to 1 
majority. 


First in display and classified ad- 
vertising for 13 years. 


In 1950, 97 exclusive advertis- 


ers used only BP-News Publica- 
tions to sell this market. 


Write for latest 
market data... 


NBL 
NIB 
A JENKINS PUBLICATION 


198 So. Alvarado Street 
Los Angeles 4, California 











Porcelain enamel for sale 





tions and particularly aviation pub- 
lications. Ruder & Finn Associates, 
New York, handles the advertising. 

The company also uses direct 
mail to architects, builders and 
other groups and has had “very 
good results” with a permanent ex- 
hibit in the Architects Sample Bu- 
reau, Miami, and the Superintend- 
ents of Schools Exhibit, Saranac, 
N. Y., where the chalkboard was 
displayed. Several other shows 
also are used. 

Oddly enough, although much of 
this promotion is for special appli- 
cations in the architectural field, 
75% of the company’s dollar vol- 
ume is from the traditional line of 
gas station fronts, signs and eleva- 
tor cab interiors. Only 25% of dol- 
lar volume now is in new product 
applications. 

But Bettinger has found that the 
advertising of the special applica- 
tions is a powerful means of attract- 
ing orders for the standard line. 
New products, and promotion of the 
new products, has been a real fac- 
tor in increasing orders for the 
standard line. 

President Weaver believes _ it 
works like this: prospective cus- 
tomers figure that a company ca- 
pable of developing not only new 
products, but new fields of uses for 
a product, must be good at using 
the product in its traditional way. 
This applies especially to the field of 
architectural porcelain, where Bet- 
tinger is landing its heaviest orders 
and which the company believes is 
one of the most rapidly expanding 
and promising fields for porcelain 
work. 

Another factor is that, whereas 
the competition is thick in the tra- 
ditional line, there is none or very 
little in many of the specialized 
new products. The latter field is 
wide open. 

On new uses, especially archi- 
tectural, Mr. Weaver says: 

“In many ways, the fact that 
porcelain’s potential is so _ little 
known is due to the enameling in- 
dustry’s own lack of flexibility and 
resistance to new ideas. The best 
promise for porcelain’s future lies 
in the close cooperation of the ar- 


°33,000 


from 


the 


RIGHT Envelope 


HANDBOOK 
cpveionte PRODUCTS 
‘te at oy RPOSES 


This 144-page, pocket 
size Handbook — con- 
cise, complete, authori- 
tative — is crammed | ist 
full of new profit op- * 

portunities for you. 





The mailings, the lists, the offers were 
essentially the same. But careful testing 
showed that of three different types of 
“outlook” envelopes, one produced 54% 
greater returns — an annual potential of 
$33,000 additional business for the direct 
mail advertiser who made the test. 

It pays to use the RIGHT envelope. 
And now, with this new “Handbook of 
Envelope Products and Purposes,” U.S.E. 
makes it easy to find just the right en- 
velope for every job. 


Available on request through 
printers, paper and envelope mer- 
chants. Reserve your copy now. 


UNITED STATES ENVELOPE CO. 


14 Divisions from Coast to Coast 


SPRINGFIELD 2, MASSACHUSETTS 








For new information on 


85 INDUSTRIAL AND BUSINESS MARKETS 


and detailed media presentations of 


200 PUBLICATIONS 


see your copy of the new 1952 edition, 


MARKET DATA & DIRECTORY NUMBER 
INDUSTRIAL MARKETING 








NOW chitect with the porcelain enamel 
*ee 


manufacturer on a_ specific job, 


2) where they are both willing to ap- 

WOOD WORKING HY proach the problem with an open 

mind, to experiment a little, to use 

7 i | their imagination and know-how 


and above all, to cooperate. 
. | “The experimental laboratory is 
copies mailed every month ; t going to be one of the most im- 
: | 2 portant places in the enameling 
plant of the future. . . We have 
added to our permanent staff an 
architect and an engineer who, to- 
gether with ceramic and production 





Growing popularity accounts for in- 

creased circulation. 

More new plants have opened—hundreds 

of new prospects for your products. 

Deep penetration—WOOD WORKING DI- 

GEST is read by most of the top execu- 

tives—owners, managers, superinten- 

dents and engineers—with buying av- Produces quality inquiries 

thority. that can be converted into 

53 years of leadership. Alert editorial SALES at low cost. 

content reports and also anticipates in- 

dustry trends, developments and prob- 

lems. 

leads in advertising volume—carries CCA audited. First busi- 

more pages of advertising than the next ness paper with controlled 
blicati bined circulation 


Lowest cost per 1,000 cir- 
culation 





Get the complete story. Write for Market and Media facts 
Wood Working Digest |°.:""°*~ 
ng g to Sell for You 
A Hitchcock Publication in '°52 
Hitchcock Publishing Co. Wheaton, Ill. 





Young Management Trio . . Bettinger's 


President Robert A. Weaver (right), 32; 











Treasurer Arthur Shaver (center), 34, and 
: How to sell ;eneral Manager Fred Shaw, 47 


METERS, MOWERS | STEEL PROCESSING 
‘ engineers on the porcelain enamel 
— MUDJACKS A distinctive business paper editori- | | end of things, form a complete ar- 


ally devoted to semi-technical articles | | Chitectural porcelain enamel service 
that are helpful to the men engaged | | capable of working out many prob- 
Sell the public works engineers! in the various methods of steel proc- | | lems of finish or installation. In 
In the whole varied range of construction essing. Over 8,000 (C.C.A.) monthly this way we hope to bridge the gap 
and maintenance jobs . . . on highways circulation to the men engaged in heiteeeuns the architect, who knows 
or waterworks ... in garbage removal forging, heat-treating, stamping, form- said tae snieaa to rn — en wean 
or street lighting, sewerage or airport ing and welding. Established in 1914 i iD 
work . . the technical man responsible sis ie Ainaionn: Meow Satine. Gol facturer who makes the material. 
for the job is responsible for the materi- Processing has been serving the in- Mr. Weaver learned some of what 
als and equipment bought, too. That's dosry for 37 xeare. ‘Wour atlex anes: he knows from his father who is in 
why you can sell more of anything used sage in Steel Processing will reach the porcelain enamel supplies busi- 
in the big municipal-county market, if those who purchase or specify the ness His sales philosophy and 
you sell in PUBLIC WORKS Magazine equipment and supplies to be pur- | | methods, backed by a modest pro- 
It solves on-the-job problems . . . at the chased in practically all of the inde- duction and technical team, and a 
top engineering level. And it's the only pendent forging and heat-treating staff of six salesmen in New Eng- 
magazine edited especially for public plants and most of the larger fabricat- eal itis “South and Havana, has 


works engineering officials. ing plants where steel is fo 
t a rged, : 
95 made steady progress for Bettinger. 


formed, stampe > pate 
NP, TAN || rms amr hee red or| | he fit year afer Bob Weaver 
ing campaign in this paper? Rates took over as president, Bettinger's 
on Request sales doubled to $271,000 and the 
company went from a loss to a 
profit of $16,000 after taxes. By 
1949 sales were $605,000 and the 
STEEL PUBLICATIONS, INC. | company’s estimate of $1,500,000 for 
| this year indicates that the philoso- 
4 Smithfield St. Pittsburgh 30, Pa. phy and the method are winning 


results. 


Published by 
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% 
18¢ marketing dollars 


——— a ks 


suppose in other city) newspapers 
for help. A lot of people are mov- e 
ing into jobs that are new and | ikea eicys) Manual Covers 
strange to them. Things your long- 
established customers know and 
take for granted about your product 
are news and vitally important to 
their new personnel. They need to 
know things that to you seem so 
elementary as not to be worth men- 
tioning. 
Business publication editors, rec- 
ognizing this need, publish elemen- 
tary and advanced information for 
elementary and advanced readers. 
You can do a whole lot worse 
with several thousand 18¢ dollars 
than to spend them on a public 
service program of signed technical 
articles, outlined or written by your 
technical personnel, and written or 
rewritten by men who know what 
and how to write for the business 
press. The articles will not do for a 
you what advertising and sales pro- G omout Agencies 
motion do, but they will perform over “Bestex” covers 


a noticeable and noticed service for specify s of instruc- 
your customers and prospective for most type 


customers in the education of their tion books. ee, for these requirements, 
personnel. Indirectly the articles all sizes loo ite and Bestex have been synonymous 
will assist you to future sales by because Beaver = 
building stronger business publica- for many yeors: eeds, and we'll submit samples a 
tions upon which you necessarily Tell us your —_ ¢ 
rely to carry your advertising to quotations promptty- 
your prospects and customers. 
These are ways to make 18¢ dol- 
lars make market opportunities for 
you. At the moment, they may not BEAVERITE PRODUCTS, INC. 
: ; 33 DE WITT STREET, BEAVER FALLS, NEW YORK 
seem important. But they are very 
cheap insurance against the rough 
business weather likely to hit in 
1954-56 when the armament pro- 
gram probably will slacken. If 
your competition does these things 
now, 1954-56 will be too late for 
you to start. 
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Looseleaf Covers, Ring, Swing-O-Ring, and Multo, in BESTEX Artificial Leather 


and Paper.Cover Stocks: also Acetate Tabbed Indexes. To Your Order 











Edgar P. Hoener . . former co-publ 
treasurer and vice-president, has 
elected to succeed the late George F 
as pr a 
Timberman, ” HALF AS LARGE, HEAVY AND EXPENSIVE 
AS PYRAMID EASEL PORTFOLIOS 
—for same page area. Shows double-page ver- 
tical spread. 
Sets up and takes down in a flash—no buttons or 
gadgets to fool with. Carried in stock in 4 sizes 


* Also 100s of other items. 
1706 W. WASHINGTON BOULEVARD 
Sales “Jools, Tne. CHICAGO 12, ILLINOIS 


elected: Mrs. 


vice-president 





Send for FREE Folder 
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In one short year America’s 24 mil- 
lion cows produce enough milk to 
form a river 3 feet deep and 40 feet 
wide, extending from San Francisco 


to New York . Some 120 Billion 


pounds of milk. 


THE MARKET— 


MILK, Its product 
some $1 Bil 
approximate 
tk being ff 
year Every day e 
pment and supplies is re 
10 f n 


th ye mount 
red to keer 
unct tt 


enormous lustry ng sm 


YOUR share of the more than $400 Mill 
pende 1 anr lly for these supplies depends 
1 f approach to this vast 


WHO READS MILK PLANT MONTHLY... 


Owners and Key o all through the industry 
avidly ead eac e of MILK PLANT 
MONTHLY for up-to-the-minute news " 
Timely articles on new products, developments, 
atents and better methods in processing milk, 
housands of requests for technical data 
bstracts bear mute evidence tl 

{ONTHLY has been 

se by the head men of the 

dustry since 1912 


NO WASTED CIRCULATION— 


I 
a 
N 
4 


Sold _ st y m its merits, MILK 
MONTHLY never offers any premiun 
ations or other loading of subsc 


PLANT 


pre e but wseless circulation 
Circulation is concentrated 
while segment of the Milk Processin 
and is A.B.C. audited for your protect 
Your advertising message reaches the cream of 
the buying power of this huge market . Proof 
of this fact is the 68.22% of Paid renewal sub- 
scriptions Truly, MILK PLANT MONTHLY 
« tr Oden Gateway to su esful! sel! ge the 


Processing Industry at the lowest actua 


for detailed A.B.C. Ir 


A.B.C. Audited Since 1929 


Milk Plant Monthly 


327 South LaSalle Street 
Chicago 4, Illinois 


Which ad 


attracted 


more readers? 


® FOXBORO attracted more readers 
results is 
Foxboro did 


Interpreting these 
fraught with pitfalls. 
more than picture the product next 
to the company logo in big type. If 
the company was trying only to re- 
late the name to the product and fix 
it in the reader’s mind, the ad ap- 
pears to have succeeded beautifully. 
The use of color adroitly framed and 
spotted the product picture. 

But the Marsh ad, despite some 
defficiencies, may well have helped 
sell more gages among the smaller 
group of readers attracted. Fox- 
boro’s copy was one sentence of 
generalities, e. g., “premium-quality 
unmatched application experi- 
Marsh’s copy did better. It 
laboratory 


ence.” 
described a_ university 
experiment with plants “made un- 


der the most closely controlled con- 


Foxboro 


Seen- 
Assoc. 


Below is 
the answer 
to the problem 


on page 48 


ditions of weather, light, tempera- 
ture and sterility existing anywhere 
in the world today,” and explained 
that Marsh gages were used to help 
achieve the control. Five para- 
graphs of copy tell an interesting, 
customer-benefit case history. 

Major handicaps of the Marsh ad 
are a slow headline and first para- 
graph that don’t do much more than 
allow the copywriter to warm up. 
Reader benefits don’t start until the 
second paragraph. The general in- 
terest of the lead paragraph isn’t 
sharp attract readers 
powerfully. 

On the credit side was the small 
illustration and caption at the lower 
left, pushing an exclusive feature 
and telling what it does. 

Readership scores, as reported by 
Daniel Starch & Staff: 


enough to 


Marsh 


Seen- 


Noted Assoc. 








denotes the per 


y remembers 


© Read Most 


Cost Ratio ‘ 


A “Noted” 
5, for example, would mean 
* 75% more readers 
r the issue, par being 


> same issue. 


resenting the median average 
above 100 is above 


below average. 











From Washington 


tinued from page 18 





ly thought: “Other advertising is 
allocable to renegotiation as fol- 
lows: ” 

Makes us feel less like the Un- 
wanted Stepson. 


Ad Cost to Come from Profit . . 
Lest there be misunderstanding: 
release of new renegotiation rules 
does not change the status of ad- 
vertising as an original cost in de- 
fense contracts. Except for a lim- 
ited amount of business paper ad- 
vertising, advertising is still not a 
direct cost added openly into the 
price of equipment purchased by the 
defense department. Contractors are 
expected to stand advertising and 
many other overhead costs out of 
“fee” or “profit.” 

Renegotiation is the ex post facto 
process where government experts 
are looking into that “fee” or “prof- 
it.” As an accepted claim in re- 
negotiation, advertising reduces the 
amount of “fee” or “profit” which 
government attempts to recapture. 


Copper Shortage for Keeps. . 
Copper producers and_ processors 
notwithstanding, Defense Produc- 
tion Chief Manly Fleischmann is 
convinced that the copper short- 
age is here to stay .. as far ahead 
as man can see. 

Contending that there never will 
be enough copper for all the pre- 
Korea uses, Mr. Fleischmann says 
aluminum will be a permanent sub- 
stitute for copper in many places; 
it may even substitute for tin, zinc, 
stainless steel and wood. 

“The United States is in a very 
vulnerable position with respect to 
supplies of tin, zinc and particularly 
certain ferro alloys utilized in al- 
loy steels,” he says. “Aluminum, 
on the other hand, can be produced 
from nearby if not domestic raw 
materials on an almost indefinitely 
increasing scale.” 


Waterway Needed. . Administra- 
tion leaders will make a do-or-die 
effort to push St. Lawrence Water- 
way through Congress this year. 
During a recent White House visit 
by representatives of the technical 
press, the President talked at con- 


NAN X’ \ 


Can you put You Catalogue 
inthe Hands of the Best Prospects — 


in the PULP and PAPER INDUST RY? 
Will dod! 





Use one or more pages, or multiple page 
inserts (2, 4, 8, 12 of 16 pages). 


HERE’S HOW — 


We distribute PAPER AND PULP MILL CATALOGUE 
yearly to every operating paper and pulp mill in the U.S, 
and Canada. It is the only book of its kind designed spe- 
cifically for the industry — containing a complete BUYERS 
Service — Manufacturers Catalogue Section and a comprehen- 
sive Engineering Section. It is an indespensible tool for mill 
men .. . keeps your product data before this vast audience 
every day of the year. 


THE PAPER INDUSTRY 


is the monthly magazine that provides practical tech- 
nological, engineering, management and production 
information to executive, production and_ technical 
men in the Paper and Pulp Mills. It multiplies your 
selling power. . . It's the oldest A.B.C. magazine in 
the Industry . . . offers lowest cost per 1000 paid cir- 
culation, because its “net paid” is the 

largest. Your advertising in it will 

aid materially in selling more of your 

products. 


FRITZ PUBLICATIONS, INC. 


431 SOUTH DEARBORN STREET, CHICAGO 5, ILL. 


A SERVICE ORGANIZATION 
TO PAPER AND 
PULP MAKERS 

SINCE 1919 














MAGAZINE C 


If you wish to reach the 





Clippings from the business press, 
farm publications and consumer 
magazines can supply valuable infor- 
mation in the operation of business. 
Used by business organizations and 
their advertising agencies for collect- 
ing editorial publicity, for maintain- 
ing competitive advertising files, for 
making research and market studies 
and for developing sales prospects. 
Booklet No. 50 Clippings Aid B 
Booklet No. 60 Magazines Read by Bacon's 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


coal trade use 


The 
BLACK DIAMOND 


CHICAGO 
Manhattan Bidg. 


NEW YORK 
Whitehall Bidg. 





For over 65 years the leading 
journal of the coal industry 














treat it rough 


You don’t have to pamper the Reming- 
ton Rand Tri-Lock Catalog Binder. 
Carry it constantly ... toss it in the car 

. it holds the sheets firmly, keeps 
them neat. Touch a button and it opens 
flat for reference or writing across the 
full width of any page. Touch the but- 
ton again and you can change or add 
sheets in a jiffy. Net capacity 2” thick- 
ness; expands automatically to 312”. 
Tri-Lock is a binder your salesmen 
and customers — will enjoy using. Write 
for Folder LL-218, Room 1686, 315 
Fourth Avenue, New York 10. 





You can’t make MANY 
Sales carrying Half a 
briefcase! 
ben _ cans P u ops od i 
W & WP has the largest HORIZONTAL 
ABC circulation and covers the entire 
Forest Products industry. 
his the NLY + zonta nagazine 
that actually edited ur highly inte- 
grated industry and reache ts KEY 
tik Cor the morket possibilities for YOUR 
product! 


© WO 
\Vfo02 


Finencial 6-5380 @ 139 North Clark Sr. 
Chicago 2 


A VANCE PUBLICATION 
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siderable length about the need for 
free access by water for Canadian 
ore to U.S. steel mills bordering the 
Great Lakes 

In his budget message, the Presi- 
dent pointed out that Canadians are 
prepared to build the seaway 
with or without U.S. participation. 

“If Canada built the waterway, 
she would, of course, control its 
operation,” he reminded Congress. 
“I feel strongly that our nation’s 
interest in the development of this 
resource is so vital that we should 
join as a full partner in its con- 
struction and operation.” 


Metal Swap . . Good or Bad?.. 
“Big Two” swap of 1,000,000 tons 
of U.S. steel for 55,100,000 pounds 
of Canadian aluminum and 20,000 
tons of Malayan tin looks good or 
bad, depending where you sit. 

If you are a small consumer goods 
manufacturer staggering along on a 
starvation ration of aluminum, that 
extra aluminum during second half 
of 1952 is mighty attractive. 

But if you are a steel mill strug- 
gling to scrape together sufficient 
scrap to keep the furnaces going, 
the loss of 1,000,000 tons of steel 
looks like a bad deal. 

Defense mobilization officials in- 
sist that, on balance, it works out 
pretty well for both nations, U.S. 
and Canada. “The nations on which 
we depend for raw materials are 
not content to accept payment in 
dollars which they cannot spend for 
materials and products they need,” 
Mr. Fleischmann says. “We have 
to give them what they need to get 
what we need in return. 

“Inevitably this means sacrifices 
here and there, and on occasion, 
giving up supplies for which we 
have urgent domestic requirements.” 


A Man Who's Liked . . Incidental- 
ly this fellow Fleischmann, who sup- 
plies so much of this column, is 
planning to go back to his Buffalo 
(N.Y.) law practice late this spring. 
He has already turned over direc- 
tion of National Production Autho- 
rity to Henry Fowler, Washington 
lawyer ex-WPB official. 
Fleischmann, 44, and the 
best-liked officials to serve in gov- 
ernment during the past 20 years, 
remains as Defense Production Ad- 
has a firm 


and 
one of 


munistrator, where he 


rein on top-level policy-making. 





IS IT TRUE THAT 1 
CAN ADVERTISE IN 
THE PORTLAND 
DAILY VOURNAL OF 
COMMERCE FOR A 
DIME A LINE 7 





Thats right, and 
Surveys prove each copy 
of the Daily Journal 
of Commerce has || 
readers ..-top 
management, con- 
Struction men, lumber 
men, businessmen in 
Oreaon, Washinaton, 
~ Idaho! ~ 


WRITE FOR SAMPLE COPY AND RATE CARD 


Daily Journal of Commerce 
711 SOUTHWEST 14TH AVE 
PORTLAND 7, OREGON 

WORKING TOOL OF PACIFIC NORTHWEST BUS 








he 
AERONAUTICAL 
ENGINEERING 
REVIEW 
Announces its 
2nd Annual 
SPECIAL ISSUE 
n 
ELECTRONICS 
IN AVIATION 
May, 1952 Issue 
Order Advertising Space Now! 


Close April Ist 





Forms 


Write, Wire or Phone for de- 
tailed information and book- 
let, “Your Aviction Market," 





Aeronautical Engineering Review 
2 East 64th St., New York 21, N.Y. 
TEmpleton 8-3800 





on 


4 


The following changes in business paper 





specifications have been announced since 
the Market Data Book number of Industrial 
Marketing went to press. 


Load the 
CIVIL ENGINEER 


with Product Facts... 


then watch your 
equipment move! 


Regardless of whether the Civil Engi- 
neer has responsibility as planner, su- 
pervisor or contractor on a project, he 
is vitally concerned with the type of 
equipment and materials needed to com- 
plete the job efficiently, economically 
and on time. Therefore, he needs to 
know why one piece of equipment will 
out-perform another, why a certain 


type or brand. You'll want him to have 
your product facts, too, since his speci- 
fying influence is often the deciding fac- 
tor that makes or breaks a sizable sale. 
Since CIVIL ENGINEERING is the 
only magazine that will put your sales 
message before 32,000 Civil Engineers, 
you will want to schedule CIVIL ENGI- 
NEERING for 1952. Plan particularly 
for the “A Century of Engineering 


material has advantages over a different 
Progress” issue in September, 1952. 


wi J @ 
NGINEERING 


he Magazine of Engineered Construction 
Published by 
The American Society of Civil Engineers 
33 West 39th Street, New York 18, N. Y. 


Construction News Monthly 


now effective 


Construction World (Canada) 


ates, now effective: 


2/3 Page 1/2 Page 
$100 $ 75 
80 62 
70 55 


New rates, now effective: 
Times Page po Page 
$170 


i di/U 


Maritime Reporter 


New rates, now effective 


advertising manager 


. » » who constantly receives pats on 
the back from his management for 
recommending the Iron and Steel 
~ Engineer—for complete coverage of the 
steel industry. His company’s sales 
123.34 aes , figures prove he’s right—Iron and 
os ihe ; Bree Engineer is the No. 1 paper for reaching important 
buyers in this lucrative market. Get the facts today! 


Write for N.1.A.A. Sales Presentation 


National Jeweler 
New rates, now effective: 
2/3 Page 
$148 
133.34 


Times Page 


Pocket List of Railroad Officials 
New rates, now effecti for 


tisers, effec 


Iron AND Steal 
—ENGINEER 
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|| @ AMERICAN METAL MARKET 


iH ELI IBLE Latest Metals Prices 
TIM RLY News of Metals 


1) {ll ) Roundup of Metals Supply 

onaages and Demand 

More Metals Advertising Than Any 
Other Medium 


OVER 


34,000 


Purchasing and Management 
executives—who directly control 
or influence purchases of metals, 
equipment, and machinery—are 
regularly reading, 5 days each 
week, over 


12,000 | 


Paid Subscriber Copies 
Subscription Rate 
$20. a Year 








AMERICA | METAL MARKET 


nce 1899 The Daily Newspoper of 


the Steel and Metal Industries 


18 Cliff Street ) New York 


the Real Push 
Behind Sales! 


You'll find “Snips” a powerful 
medium to rea ver 13,000 sheet 
metal, ventilation and warm air 
heating contractors See Indus 
trial Marketing Data Book 


Snips Magazine 


$707 WEST Lame STREET AGO +4 LLINOD 


( FOR REASONABLE QUOTATIONS ON f 
{( WIRE e WOOD e METAL « PLASTIC 
} 
) 


; MERCHANDISERS 
write 

American Fixture & Mfg. Co. 

2300 Locust St. * St. Louis, Mo. 


NATION-WIDE FIELD SERVICE 


USEFUL TO ADVERTISERS AND EDITORS 


Organization of 500 capable Photo-Reporters provides 
effective way to obtain on-location photos, case histories 
tories, testimonials and releases 
For more information write or ‘phone 
SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J 


at va siness I 


“Fi Fisews 
vertisers esearcn 
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Company publicity 





you write a story about the use of 


a certain tool or instrument, you 
cannot blazen forth the exclusive 
features of your own particular tool 
and push your own trade name 

Your article has to be news- 
worthy, informative, educational, 
timely, and much of the material in 
it will probably apply to similar in- 
struments of another make. But if 
you have a really new development 
in your industry, if you believe that 
the dissemination of this informa- 
tion will prove interesting and help- 
ful, and if you can write it in the 
accepted business paper editorial 
style, the editors in your own and 
related fields will be interested in 
seeing the story, although naturally 
they cannot guarantee that it will 
be published 

Let's examine article angles. Sup- 
pose we're a hypothetical manufac- 
turer of steel boilers for home and 
industrial use, the Brown Boiler Co. 
Let’s say that the company has de- 
cided to allocate a certain sum for 
publicity and article purposes to 
augment and supplement its pro- 
gram of national advertising, direct 
mail, dealers’ helps and point of sale 
displays 

Now, bear in mind that any arti- 
cle appearing in a magazine that 
places your company and its prod- 
ucts in a favorable light, that makes 
people think more highly of it, that 
eventually makes them want to buy 
it, is good publicity. And remem- 
ber too, that a public relations cam- 
paign or program isn’t necessarily 
going to pay off in dollars or in- 
creased business right away 

Usually it’s a long term proposi- 
tion, a hacking away, an educational 
campaign that may not produce 
signed orders at once the way your 
sales staff will. But eventually, if 
its effect is 


bound to be felt, your name is going 


it is continued steadily, 


to be more firmly implanted in the 
minds of the public. Even articles 
that at fir giance may not appear 
to do a specific job are worthwhile 
As sales manager of the Brown 
decide to get the 

name of your organization before as 


» as possible by a series 





Nine out of ten engraving buyers pay 
twice as much as necessary, Here is a 
fast, quality service used by many good 
advertising agencies. 

Zinc halftones up to 6 sq. in. $1.00 
Zine etchings up to 7 sq. in. $1.10 
Mounting above zincs 10¢ each. Write 
today for samples of our work and price 
sheet. Save Y2 and more! 
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EXCELLENT OPPORTUNITY 

An established mid-western manufacturer of 
machinery for Food, Chemical, Paint, Print- 
ing Ink, and Pharmaceutical Industries is 
seeking an experienced top-level Sales 
Executive. 

Applicants should have a record of recent 
successful Sales Management and prior 
Sales Engineering. Educational background 
should include Mechanical or Chemical En- 
gineering training. A working knowledge 
of Sales Promotion in its broadest sense 
is essential, including salesmen’s training 
program, field work with Sales Engineers, 
and coordination of overall Sales Effort. 
Send a complete resume of personal quali- 
fications, education, and experience. All 
replies fid Our M and 
Executives know of this advertisement. 

Box 453 Industrial Marketing 
200 East Illinois hicago 11, Illinois 











ADVERTISING COPYWRITER 


Male, with extensive experience writing technical 
copy for heavy industry Established agexy in 
large midwestern city, cong:ni_l atmosphere, ex- 
cellent opportunity. State salary, background. Re- 
plies confidential. 


BOX 454, INDUSTRIAL MARKETING 
200 €E. Illinois St., Chicago 11, Mil. 








Want More SALES From Your ADVERTISING? 


Many concerns grow bigger with the proper advertis- 
ing plan The right advertisoment, placed in the 
right publications, in the right size space, at the 
right time, will bring you greater results. 
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at Your 


MEDIA AND MARKET 
FACTS FOR BUILDING 
YOUR 1952 SCHEDULES 


. . . see the hundreds of pages 
of data covering 85 primary 
markets — specifications, rates 
and circulations of the 2,400 
business papers serving U. S. 
and Canadian industry — and 
the factual presentations of 200 
leading publishing organizations 
... in your 


1952 INDUSTRIAL MARKET 
DATA & DIRECTORY 
NUMBER 











Proud of Your Product? 


GIVE IT 


They look better... longer 


There’s real sales-making value in a sparkling 
metal name plate produced by our skilled 
craftsmen. We gladly cooperate with sales and 
advertising executives in creating name plates 
which provide standout identification and spot- 
light the product. For detailed information and 
quotations, without obligation, write 


CHICAGO THRIFT-ETCHING CORPORATION 
1555 WN. Sheffield Ave., Chicago 22, Ill., Dept. G 
Subsidiary of 
Dodge Mfg. Corporation, Mishawaka, Indiana 





THE MODERN 
BLACKBOARD 
KBOARD 


For 
Teachers, Lecturers, 
Demonstrators, 
Training Instructors 








A unique, self-operated pro- 
yector that throws the pro- 
jected images over the 
speaker's shoulder permit 
ting him to face his audience 
at all times...uses 344 x4 
film slides or coated acetate 
for dramatic visual presen- 
tations. 


Portable 
Lightweight (only 7 Ibs.) 
Easy to use 


For use in Industry, Ad- 
vertising Agencies, Sales 
Groups, Schools, and Train- 
ing Centers 
The price of Screen Scriber is $61.00. For more complete details, 
write our National Distributor, Burke & James, Inc. (Dept. 65), 
421 South Wabash Ave., Chicago 4, Ilinois. 


BARDWELL & McALISTER, Inc. 


BURBANK, CALIFORNIA 


of informative articles. 
a new or fairly new boiler in your 
line that is 18° more efficient than 
other boilers for certain types of in- 
stallations, you have the makings 
of an article in a heating publica- 
tion. Even if your company is small, 


If you have 


your sales and advertising program, 
or some aspect of it, may have been 
successful enough to warrant a story 
in a marketing or advertising pub- 
lication 

Your fabricating methods may be 
good enough for an article in a 
metal-working publication, or the 
operations of your pattern shop may 
make a case history for a wood- 
working publication. What are your 
purchasing agent’s methods, his sys- 
tem of records? That could be a 
story in his field. If your boilers go 
into schools or public buildings, you 
may have a story for publications 
going to school heads or municipal 
officials. 

These are only examples from a 
long list of business papers. You or 
an experienced free lance writer 
may find 20 stories in several weeks 


| in the plant, in conferences with 


executives and department heads, in 
talks with users, in research and 
study, in case histories. 

The audience may not always be 
your direct customers. But they 
may work for companies that are or 
can be your customers . . and your 
prestige can filter through if you 
work on a long term basis. One 
article may lead to several sales im- 
mediately. Or the whole works may 
not sell anything today or tomor- 
row. But it will flaunt your name 
and build your prestige in business 
and industry in a way that can't 
help but lead to wider acceptance 
and increased sales of your equip- 
ment over the long haul. 
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“INDUSTRIAL MAINTENANCE 
GETS RESULTS! 








Lawrence G. Malone 


Frank-Guenther 





128,000 


establishments 
with 
MATERIALS 
HANDLING 
PROBLEMS 


reach them with 
THE 

FLOW 

PACKAGE 


@ FLOW BASIC MONTHLY 
FOR SELECTED CIRCULATION 


@ FLOW QUARTERLY 
FOR MASS COVERAGE 


YOU'LL NEED THESE SALES IN '52 
GET THE FACTS BY WRITING 


FLOW 


1240 Ontario St., Cleveland 13, Ohio 
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Preferred Read 
























“I like INDUSTRIAL MARKETING for its lusty 
news-liveliness . . . its shirt-sleeve style of 
wrestling with the realities of advertising . . . 
and the way its fact-packed brevity fits my 
limited budget of reading time. . . I like the 
features and editorials which are adequate 
without being ponderous.” 





? 
Says RALPH ROYER 

Advertising and Sales Promotion Manager 
THE MEYERCORD CO. 





Ralph Royer was born on a farm, entered college at the age of 
15, became a high school principal at 18, and joined Meyercord at 

the age of 25. He has been there ever since 1927 and handles the largest 
appropriation in the industry, helping to make decalcomania a 


major factor in the interrelation of all media at the point of sale. 
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“Because I have Jong since found INDUSTRIAL 
MARKETING to be essential to my work, I 
am a consistent and avid reader.” 









? 
Says HARVEY W. BLANKENSHIP 
Director of Public Relations 
UNIVERSAL OIL PRODUCTS CO. 


Starting out as an artist in Virginia, Mr. Blanken- 

ship wound up as a writer in Illinois. With 

talent in both layout and copy he held the position of 
advertising manager with several midwestern concerns, 


and, since 1945, has been with Universal Oil Products Company. 








“For years INDUSTRIAL MARKETING served 
me as a textbook on industrial advertising prac- 
tices and basic techniques — now it is a 
constant check on new techniques, 

new practices, new ideas.” 


Says W. D. MOLITOR 
Director of Agency Operations 
THE JACQUA COMPANY 


Mr. Molitor has been on both sides of the advertising 
fence, and brings to his job a wide background of sound 
experience. He has been an advertising manager, a sales manager, 


a copywriter, an account executive, and, now, an agency administrator. 


wy 


“I find INDUSTRIAL MARKETING an indis- 
pensable tool in keeping abreast of the indus- 
trial field, and in preparing industrial 
advertising campaigns. There is so much meat 
in its columns that I consider it one of 

the most significant magazines I read.” 


Says CHARLES O. PUFFER 
Vice President 
CASLER, HEMPSTEAD & HANFORD, Inc. 


Broad experience — from newspaper editorial work, 





to space sales, to billboards, to the agency business — equips 
Mr. Puffer to well discharge his duties as the creative head 
of Casler, Hempstead & Hanford. His background includes 
heavy creative and administrative responsibilities with Beaumont & 
Hohman; Batten, Barton Durstine & Osborn, 
and Goodkind, Joice & Morgan. 


RP) BASIC BUSINESS PAPER FOR BUSINESS PAPER ADVERTISERS 


Industrial Marketing 


200 East Illinois St. ¢ Chicago 11 
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Double 
Satles-V impact 


TO SELL THE 


HIGHWAY-HEAVY 
CONSTRUCTION 
MARKET 


ROADS AND 


Published monthly, ROADS AND STREETS 
reaches highway and heavy construction 
contractors, engineers and government offi- 
cials who buy or specify materials and 
equipment for constructing and maintaining 
roads, streets, bridges, airports and all re 
lated structures. 


This is a 31/2 billion market—always active 
supported by government taxing power 
and not subject to industrial ups and downs. 


ROADS AND STREETS publishes technical 
and how-to-do-it articles and pictures that 
help the men in this field. 


Independent readership studies place ROADS 
AND STREETS high in preference in the 
field of highway-heavy construction. 


Send for “Signposts” folder 


2. 
13,000 


Distribution 


PREFILED CATALOGS 
rorenen 
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Published annually, Gillette's Heavy Con 
struction Prefiled Catalog File goes to key 
buyers of materials and equipment used for 
all types of heavy construction work. 


Through this one volume you can make 
more sales at less cost than by distributing 
your catalog individually. Gillette’s Prefiled 
Catalog gets preferred usage from a highly 
selective audience of key buyers. It is easy 
to use, easy to buy from, provides compari 
son, always up-to-date. Your complete or 
condensed catalog is correctly classified. 
properly indexed by product. company and 
trade name. 


Four-page folder gives complete data 


PUBLISHING COMPANY 
22 W. MAPLE ST. CHICAGO 10, ILL. 
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Adver Research Service 
*Aecronautical Engineering Review 
*American Artisan 

*American Automobile, The 
*American Ceramic Society 
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Daily Journal of Commerce 146 
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*Marine Catalog and Buyers’ Directory 
*Marine Engineering & Shipping Review . 


Marsteller, Gebhardt & Reed, Inc 


Martin Advertising Agency 
*Materials & Methods She's 
*McGraw-Hill International Corp 
*McGraw-Hill Publishing Co. 
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Mergenthaler Linotype Co. 
*Michigan Coniractor & Builder 
*Mid-West Contractor 

Midwest Purchasing Agent, The 
*Milk Plant Monthly 
*Mill & Factory 
*Mississippi Valley Contractor 
Modern Machine Shop 

*Modern Railroads ark deeecnes 
*Modern Railroads Publishing Co. 


. $7 

57 
129 
144 


12-13, 4th Cover 


National Business Publications, Inc. 


National Industrial Adv 
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M & F’s “circulation men” get through 
to buying influences untapped by other publications 


Why are Minn « Facrory’s “circulation men” so welcome in industry's inner 


circles? 


Because they come, not to solicit subscriptions, but to offer their services in 


helping solve industry's production and maintenance problems 


Phat’s right. Mak circulation representatives are sales engineers— 1588. of 
them, working out of the local offices of leading industrial distributors. They 
not only know the real buyers in important plants—they have ready access 
to them. 


And they don't sell subscriptions. They pay us tor the privilege of placing 


Mite « Facrory in the hands of industry's best prospects and customers. 


Not only are these Minn « Factory readers the key buying influences you want 
to reach... 3 out of 4 of them are not reached by any other single industrial 
publication! Good reason why Mite & Factory rates first on so many adver 


tising schedules! 





Mills Factory 


CATION 


a CONOVER MAST PUBL! 
sie Ae a SCORE 2 eae 


205 EAST 42nd STREET * NEW YORK 17. N.Y. 


REACHES THE MEN. REGARDLESS OF TITLE, YOUR SALESMEN MUST SEE TO SELL YOUR PRODUCT 





